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ONLY TWA OFFERS YOU ALL 
THESE FEATURES! 


@ ONE-AIRLINE SERVICE ACROSS THE U.S. AND OVERSEAS 


Enjoy the convenience of TWA’s exclusive one-airline service 
between 60 U.S. cities and 21 world centers in Europe, Africa 
and Asia. On Trans World Airlines, you can go by one route, 
return by another . . . make your trip even more enjoyable. 


SUPER-G CONSTELLATIONS 


You'll enjoy many fabulous “‘extras’’ at no extra cost when you 
speed to your meetings in the world’s quietest, most luxurious 
long-range airliners. The Super-G features a custom-designed 
lounge, de luxe meals, hot and cold beverages—-makes your trip 
the most enjoyable you’ve ever taken. 


WIDE CHOICE OF FLIGHTS 


Choose from a wide range of flights and fares, coast to coast 
and overseas. ‘TWA offers thrifty Sky Tourist, de luxe First 
Class, or luxurious Super-G Constellation flights. And you can 
save money with TTWA’s Family Half-Fare Plan in the U.S. 


@ LOWEST FARE NON-STOP COAST TO COAST 


For complete information, nly "TWA offers non-stop service between California and the 
reservations, see your Kast Coast for just $80 each way on round trips, plus tax, 


TWA travel agent, or call Mondays through Thursdays. Tickets good a full 30 days. 
TWA, Trans World Airlines. 
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Hotel Corporation 
of America 


A. M. SONNABEND, President 


A select group 
of the nation’s 
finest hotels 


Superbly equipped 
and staffed to provide the 
most complete Convention 

Service to be found in 


America. 


NEW YORK 


Hotel Roosevelt 


WASHINGTON 


The Mayflower 


CLEVELAND 


Hotel Cleveland 


CHICAGO 


Edgewater Be ach Hotel 


BOSTON 
Somerset Hotel 


Write Harold J. LaFrenere 
for complete information, 


Edgewater Beach Hotel, Chicago 


January 4, 1957 


In This Issue... 


ADVANCE PLANNING 
How to Make Meetings Pay Off for Your Salesmen, fy W 
Help your salesmen help themselves by offering concrete suggestions on what to do 
before during and after a meeting 


ATTENDEE PREPARATION 


Here's How to Cash In on Sales Meetings, By Wi\liam Rad 


tant 


Ideas are the meat of any sales meeting. Tells salesmen to go prepared to 
brains 


pick the 
of fellow salesmen. 


EXHIBIT BUDGETS 
How IBM Budgets Exhibits, | 
motior ternational Business Machines Corp. 
Exhibit planner puts his budget to work for him instead of worrying about it. Secret 
is to decide on fixed costs—and then try to whittle down the rest. 
tips on how to do it 


Here are 


EXHIBIT PROMOTION 


Boonton Goes Out on a Limb to Back Survey with Exhibit 


Dinnerware company is so sure it has a hot item to sell it hired an outside firm 
to make a survey and ordered exhibit at Housewares Show to publicize survey long 
before results were in 


EXHIBIT RESEARCH 


Booth Personnel Pouring Your Money Down the Drain? by Joh; 


k, Resea Editor 
Your exhibit is only as good as the men who man ii. Check of salesmen manning 


exhibits at National Business Show reveals shocking lack of salesmanship. How do 
your men measure up? 


EXHIBIT TECHNIQUE 
What Can You Do With Cubic Content? 


Firm believers in use of cubic area in exhibits put ideas to practical test at 
Instrument Automation Show. Response is good 


FAIRS 
At a Fair Make Your Exhibit Fun, by Harold A. 
Secret of drawing crowds at fairs—farm families come for good time. 


INDUSTRY GROWTH 


After Biggest Year, Exhibit Industry Still Expanding, by |. 


Second look at the convention and trade show field reveals post-war boom 
on and growing every day 


s still 
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DEPARTMENTS 


As the Editors See It 17 Facilities Roundup 


Best I've Heard 104 Meeting and Show News 


LUXURY MEETING 


Brown & Bigelow Jubilee: Bountiful, Big and Brassy 


Nothing too good for salesmen says company and takes over entire convention 
hall to stage lavish banquet and meeting 


MEETING TECHNIQUES 
Guide to Styles, Groups, Methods, by Huc! 


Confused with meeting and conference terminology? Article points out differences in 
seminars, conventions, conferences and host of other meeting techniques with tips 
on when to use them. 


43 Ways To Excite Interest in Your Meeting Objectives, 


VY am . 


Must reading for anyone who has ever planned a sales meeting, with techniques 
to get active participation into all of your conclaves. 

MEETING THEME 
Want Enthusiasm? Be Enthusiastic! 


Martin-Senour Co. builds salesmen enthusiasm with mock safari in the heart 
of Chicago. 


PLANT TOUR 
Bell & Howell 'Audiomates" Plant Tour 


Professional voice tapes message for each stop on plant tour for B & H employes 
and their families. Recordings speeded the tour and eliminated problem of guides’ 
learning their lines 


PUBLIC RELATIONS 


How Can So Many Good Companies Do So Poorly? by fd 
Hiek, Partner, Garner & Gell 

Odds are 50 to one that your company misses the boat on public relations at 
industrial shows. Read this article to see what a professional recommends to make 
your exhibit pay off more. 


RESORT MEETING 
G-E Takes No Chances with Las Vegas Trip 


General Electric capitalizes on glamor of Las Vegas with no gambling problems 


Secret is advance planning and honest approach. 


SPEAKERS 
If You Want to Treat Your Speaker Right, by ‘ 


na y 1U ) f ) kag f 
Handling Engineer 
Dozens of tips on the right way to invite and handle speakers. How to word the 
invitation, what arrangements to make, and what to tell the speaker in advance 
about your group are discussed. 


VISUAL AIDS 
Why and How to Use Charts 


Charts can help to keep your audience's eyes and attention on you and your 
message. Important thing to decide is what charts are best suited for your purpose 
Poorly planned visual aid is worse than none 
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Makes you - your product - 
your message - 
the focal point of 
SALES MEETINGS 
CONVENTIONS + EXHIBITS 
IT'S FLAME-PROOF 


it's versatile! Point it, silk screen it, 
decorate it; for charts, graphs, sales mes 
sages, as a projection screen, etc. Hun 
dreds of such diverse organizations as 
Raytheon, Hirom Walker, Packaging 
Institute, Armour, Bureau of Advertising 
Equitable Life, use CORRO-SET 

It's striking! Modern design, of satiny 
smooth corrugated boord in beautiful 
pastel blue. Stands 7'7” high, adjusts in 
width from 9 to 11°10” 

It's long-lasting! Philip Morris used it 
98 times as a backdrop for a traveling 
armed-services show in Europe! 


it's easy to handle! 

Sets up in minutes, with- 

out tools. Repacks easily, 

Comes in attractive one 7: “| 
hand carrying case. ; — 
Weighs only 37 Ibs IN 

it's flame-proof! Officially registered 


by the State of Colifornia; you can't 
inflame it with a blowtorch! 


49 


MONEY BACK GUARANTEE 


eseeeeeeeveeeeneeees 
DISPLAY DIVISION, Dept. SMI 
Gibraltar Corrugated Paper Co., Inc 
350 Warren St., Jersey City 2, N. J 
C) EWCLOSED CHECK FOR $ for 
CORRO-SET DISPLAY BACKGROUNDS AT $45 
() SEND WEW CORRO-SET BROCHURE 
Nome 
Company 
Address 


City late 
eeeeseeeeeeeeeeeeee se 


The New 


ALL-PURPOSE 
DISPLAY 
BACKGROUND 


Saves hundreds of dollars! 


4 Vitlsys 


Moving ? FSO Call... 


Your ALLIED agent 


no.1 specialist ~~ 


in long-distance moving! 


No expensive crating problems when you 
move trade show displays and equip 


ment by Allied. Nationwide storage 
facilities permit hold overs, saves 
transportation costs to home office for 


re-shipment 


iP 


NATION WIDE MOVING 


f 4 
Prompt pick-up and delivery assured by 


over 2200 vans. Special attention to 
your individual needs. Agents from 
‘oast to coast—see classified telephone 
directory. Genera! Offices, Broadview, 
Illinois 
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They'll Get More Done to Have More Fun! 
Here’s the Sales Incentive Second to None! 


sales incentive idbean 
prize cruise of 
award aboard the glamorous 4 to 18 days 


3.5. SILVERSTAR Ram 


state POON: ; and pub lire roOmS Al) conditioned 


Forget Your Planning! 
Nothing in the whole wide world can compare to the We Furnish All This tar You! 
enchantment of a carefree sea voyage, visiting exotlh 
Caribbean ports, aboard the beautiful S. S. Silverstar 
No other way can you offer a more stimulating incentive 


¢ Superb, sumptuous conti 
nental French cuisine, flaw 

Here’ lessly served by stewards 
sale from Switzerland 

* Continual entertainment, 
night and day--dancing to 
continental and American 


than to award salesmen a prize ocean cruise. 
the easiest way for you to motivate higher 
Here’s the surest way to make salesmen prouder 
and happier to serve your organization 


Only the specialized experience of the Caribbean Cruis« music, concerts, deck games, 
Lines’ staff can offer such unique sales incentive cruises, many other fun-filled 
completely planned and executed so that you won't activities under supervision 
have to raise a finger. Only the know-how of our low-cost of professional cruise 
operations can make these luxury cruises possible—with directors. 
all facilities included as part of cruise fare * Merry Can Can Bar. 
at such reasonable rate ¢ Fabulous Grotta Nightclub, 
hn most unusal afloat. 
Call our Sales 1 ff « t and ask for full deta Mr. Jol 
E. Smith, Jr., Mr. I Miller, Mr. Joseph Friday * Lido Deck swimming pool. 


SILVER « STAR * LINE 
((artocan Clruive fees | soccer gues 


General Agarie STERLING 3-8181 


People IT’S SO CONVENIENT TO CONVENE AT THE 
SHERMAN, where there are plenty of rooms for 

Under One all your guests .. . plenty of single-floor space 
for all your exhibits. No time lost racing around 


town! No tiresome stair-climbing! No bothersome 


elevator-riding! 
Roof. ee PLANNED SINGLE-FLOOR CONVENIENCE 


® Over 40,000 square feet of air-conditioned 
Ol ] exhibit space 


® 27 air-conditioned meeting rooms, accommodat- 


» ‘ ing 10 to 2,000 
Exhibits | pus... 


© Exceptional banquet facilities, for functions of 


any size 
on. e @ 1501 redecorated rooms, many air-conditioned 


Radio in every room — TV in many 
World-famous restaurants: College Inn Porter- 
1 house, steak house of America — Well of the Sea, 
OOT seafood flown fresh daily from the principal 


rivers, lakes, and oceans of the world. And for 


exceptional food at considerate prices, the smart 
t e Celtic Grill and Cocktail Corner are long-time 
favorites of both Chicagoans and visitors. The 


Coffee Shop and the Snack Bar provide excellent 


meals quickly 
¢ The Sherman is in the heart of Chicago’s shop- 
ping, theater, and financial district 


CHICAGO'S MOST CONVENIENT HOTEL bd Drive-right-in convenience — the only hotel in 


Chicago with on-premise garage facilities. No 
waiting for busy doormen when you arrive... 
no waiting for delivery when you leave. 


| ¢ 


Danny Amico, Vice President and Director of Sales, backed by oes Sipe 

highly qualified staff, is on hand day and night to attend to all W403. 
your convention requirements. For help in planning “ 
your next convention, phone, wire, or write Danny. 


CHICAGO'S MOST CONVENIENT HOTEL 
. 
RANDOLPH, CLARK AND LASALLE STREETS 
TELEPHONE: FRANKLIN 2-2100 * TELETYPE: CG 1387 
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Facilities Roundup 


New Facilities Being 


Built for Conventions 


MLL L ii 


POINT CLEAR, ALA. 


Grand Hotel ( 
f 4h, Ye ew 3.000 
estimated 
S$ On 4+ 
iKe 5] 
WwW 
NASSAU 
New vent 1+ Fort Mon- 
tagu Beach sea! ind can be 


KANSAS CITY, MO. 
Hotel Muehlebach adds large ba: 
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PALM SPRINGS, CAL. 


Desert 
Inn S|} ’ ente Hote 
A Ar 
CHICAGO 


the Conrad Hilton Hotel. Giga 


ne 


me Teq T He ere 
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MOVING TIP FOR BUSY EXECUTIVES: 
Mavflower “'Tatlor-Made” Service 
Assures Reliable Exhibit Schedules 


Tailor-made is right! Mayflower’s moving experts study the individ- 
ual needs of your display ... work right with the builder, if necessary 
They help you plan and synchronize the moving schedule . . . provide 
“exclusive use” van service, if desired... storage and extra help when 
ever and wherever it’s needed. 

The Mayflower van operator in charge of your display is scientifi- 
cally trained in this type of moving... his helpers especially briefed on 
your particular job! 

Whether it’s a single booth or a whole fair... whether it’s one stop 


or ten move it by Mayflower. You'll sleep better at night! 


AERO MAYFLOWER TRANSIT COMPANY, INC.-INDIANAPOLIS 


} 
MAYFLowtp| 


——— AERO 


flower i 


NATION-WIDE 
FURNITURE MOVERS 


be Conte fur ong debacle mound ALLEY, 


FACILITIES ROUNDUP 
MIAMI 

Peninsular & Occidental Steamship 
Co. w mer service Tf su tron 


reasons why Vic Giles = 
can help you arrange @ ws 
successful convention... ©” 


‘ ‘! ry 


1 face the prospect of arrang 
roup meeting or grand banquet, 
elf and your problems in the 
ention planner? OCEAN SPRING, MD. 
a good look at a 16 eitie 
are located then pick 


ng location which can 


cece of your function. 


‘ Yy area of 
hotels with 
ddern hotel 
vest hotel pro- 
in the MIDWEST 
the SOUTH we 


GUATEMALA 
Newly { ed Guatemala Hotel 
Corp. pla Tor ir jitra 


tery 


HONOLULU 


Hawaiian Village, 


* THE GOVERNOR CLINTON, New York * THE OAKS, Excelsior Springs, Mo 

* THE BUCKINGHAM, New York * THE EVANS, Columbus, Nebroska 

* THE CORONADO. S$. Louis * THE LINCOLN, Lincoln, Nebraska 

* THE BISCAYNE TERRACE, Miam * THE CAPITAL, Lincoln, Nebraska 

* THE BISCAYNE PLAZA, Miami * THE MADISON, Norfolk, Nebraska 

* THE BANCROFT, Worcester, Mass * THE ROME, Omoha, Nebraske 

* THE COMMANDER, Combridge, Moss * THE LINCOLN, Scottsbluff, Nebraska 

+ THE BEACONSFIELD, Brookline, Mass * THE CLINTON, Clinton, lowe 

+ THE SENATOR, Sacramento, Cal * THE LAFAYETTE, Clinton, lowa 

* THE ELMS, Excelsior Springs, Mo * THE CHIEFTAIN, Council Bluffs, lowe 
* THE TALLCORN, Marshalltown, lowa 


SAVANNAH, GA. 


A 


VA YA (ey Hitt General Oglethorpe | 
EXECUTIVE peal ' oa f ' é / 
171 Seventh Avenue, New York, N.Y. «© PEnnsylvenia 63400 


VICTOR J. GILES, Director of Sales 
RICHARD B. BRAINE, Convention Manager + JACK SYRETT, Sales Promotion Manager 
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DENVER 


Brown Palace Hotel w 


ry 7 


LOUISVILLE 


Kentucky State Fair 
and Exposition Center IncE 


] r hote 


GALVESTON 
Moody Con- 


vention Center is w nder way witt 
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CORRECTIONS 

In Convention Facilities Issue, Nov 
16, convention season of Fort Sumter 
Hotel, page 140, should read, "All 
year, except March 10 to April 15." 

Same issue, page 28, Disneyland 
Hotel has 190 rooms available’ in 
stead of 19. Convention season of 
Boca Raton Club & Hotel page 45 
is from early October to late May, 
except January 10 to March 20. Rate 
of $65 to $85 is for suites. not 
parlors, as quoted 

Correct rate for single rooms at 
Dinkler-Andrew Jackson page 1/42, is 
"from $5.50,"" not $15 

On Page 43 Roger Smith Hotel 
should have been listed under Water 
bury, Conn., and on page !24 Roger 
Smith Hotel should have been listed 
under White Plains. N. Y 
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UNITED VAN LINES ANNOUNCES 


A NEW SERVICE TO THE 


Family, Thats Movin Q. 


+ 


NOW FREE HELP 
BY A NOTED 
WOMAN HOME 
CONSULTANT 


Bette Somers Malone 


—_ Moving is primarily a woman's problem ...and 
here's an expert woman Moving Consultant to help you. 
Bette Malone will send you a PRE-PLANNED MOVING 

kit +. answer any special questions . . advise you 

how to move with the least inconvenience. For facts about 
the city you're moving to...for instructions on the 

care of china, glassware, mirrors, heirlooms... for any 
Moving Day advice you need—write Bette Somers Malone. 


Address Dept. MS — United Van Lines, St. Lovis 17, Mo. 


Van Lines lnc 


UNITED VAN LINES (CANADA) LTD 


For Local and Long-Distance Moving, Look Under "MOVERS 
in Classified Phone Book for Nearest United Agent 


HECK and DO 


SHERATON RECHECKS 
EVERY DETAIL TO 
MAKE SURE YOUR 
CONVENTION RUNS 
LIKE CLOCKWORK 


EASTERN DIV. WASHINGTON PHILADELPHIA ALBANY SYRACUSE 

NEW YORK Sheraton-Cariton Sheraton Hotel Sheraton-Ten Eyck Sheraton-Syracuse Inn 

Park Sheraton Sheraton-Park (Opens 1957) Sheraton-DeWitt Motel 
a ne oO 


Sheraton-Astor PITTSBURGH PROVIDENCE ROCHESTER 
RO Ef 
Sheraton-McAIpin Penn-Sheraton c ton: Bilt Sheraton Hotel MIDWESTERN Div. 
‘ > meraton- outmore 
Sheraton-Russell (formerly Wm, Penn) CHICAGO 
BOSTON BALTIMORE SPRINGFIELD, Mass. BUFFALO Sheraton-Blackstone 
Sheraton-Plaza Sheraton-Belvedere Sheraton-Kimball Sheraton Hotel Sheraton Hotel 
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BLE CHECK, 


\ 


Every Sheraton Hotel from the Sheraton Plaza in Boston to the Sheraton-Palace 

in San Francisco stands ready to give you reliable out-of-the-ordinary convention help. 

A Sheraton representative will sit down with you and discuss your convention plans. You'll 
find him realistic about budgets — anxious to give you the best show for your money. 
The Sheraton Hotel you select will make out its own check list of things to be done 

before your convention starts, double check it with you—and you can be sure 

the Sheraton staff will follow through on every detail. When the big day arrives — 

you'll find everything is ready for you... rooms efficiently allocated; equipment 

ready and waiting; meetings, meals and entertainment planned to the last deiail. 

It will all add up to the best-run convention your group ever enjoyed. 


NATIONAL CONVENTION OFFICE SHERATON-PARK HOTEL, WASHINGTON, D. ¢ 


es) c. H ERATO N the proudest name in HOTE LS 


Executive and Sales Office 470 Atlantic Avenue, Boston 10, Mass. 


DETROIT LOUISVILLE FRENCH LICK, Ind. LOS ANGELES TORONTO 
Sheraton-Cadillac Sheraton-Seelbach French Lick-Sheraton Sheraton-Town House King Edward Sheraton 
pe oo Hotel and other Midwest PASADENA 
oneraton otel i ¢ " ¢ 

cities Huntington-Sheraton NIAGARA FALLS, Ont 


Opens 1959 
CANADIAN DIV. Sheraton-Brock 


ST. LOUIS AKRON 
Sheraton-Jefferson Sheraton-Mayflower PACIFIC DIV. MONTREAL 


OMAHA INDIANAPOLIS SAN FRANCISCO Sheraton-Mt. Royal HAMILTON, Ont 
Sheraton-Fontenelle Sheraton-Lincoln Sheraton-Palace The Laurentien Royal Connaught 


CINCINNATI 
Sheraton-Gibson 
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NOWHERE IN AMERICA IS THERE A MORE. 


VERSATILE SETTING 
FOR EFFECTIVELY ENJOYABLE 


CONVENTIONS 


YZ NND OTHER GROUP GATHERINGS 


95 miles from New York... 
in the beautiful Shawangunk Mountains 
.. conveniently reached from all 
directions by Car, Bus, and especially 
by Plane to JENNIE GROSSINGER AIRPORT. 
All Sports at all seasons... Championship 18-hole 
Golf Course, Tennis and all court games, Private 
Riding Academy and Bridle Trails, Private Lake 
for Boating and Fishing, Olympic Swimming Pool; 
and in Winter, Artificial Skating Rink, 
Toboggan Slide, Skiing, 
Sledding and all Winter Sports. 
Top-drawer Entertainment, Dancing, 
Social Programs; nationally famous cuisine. 2 
Most modern facilities and complete 
cooperation in all aspects of Meeting 
Rooms, Displays, Exhibits, Movie and 
Sound Equipment, etc 


~~ " 
: ROSSINGER 3 
on Grossinger Lake 
GROSSINGER, N. Y. 
For information, write or call 
IRVING SILVERMAN, Sales Manager 


GROSSINGER'’S NEW YORK OFFICE: 221 WEST 57TH STREE) 
Phone Circle 7-4915 


MEETING & SHOW NEWS 


Teleprompter Buys Sheraton TV 


leleprompte: Corp. New York City, ANNOUNCE 
wquisition of the closed-circuit television subsidiary 
of Sheraton Corp. of America. Price was not re 
leased. 

Sale marks leleprompte: S 


closed-circuit television field, covering equipment, 


entrance into the 


transmitting, staging and overall production. Plans 
to install large screen “IV equipment in Sheraton 
Hotels and other locations are underway at esti 
mated cost of S5SO0.000, 


New Ideas Show Postponed 


First National Expositions of New Industrial 
Products, Methods and Ideas, yet to get off the 
ground, has been postponed until the completion ot 
Detroit's new Convention and Exposition Building. 
Detroit's present Ta ilities were found to be inade 
quate as plans tor the show untolded, show manage 
ment reports. 

Show spokesn an called for at least one new hotel 

preferably two—to “house the influx of visitors 


expected for an exposition of this nature.’ 


Materials Handling Show Coming East 


National Materials Handling Exposition returns 
to the East after four-year interval when it moves 
into Philadelphia’s Convention Hall, April 29-May 
§. Last show was held in Chicago in 1955, 

More than 180 COMpanies have already reserved 
pace with total expected to top S() according to 
show ofhcial 2 

Theme ot the show will be “Materials Handling 
Key to Automation.’ American Material Handling 
SOCLET plans conferences on the subject to run con 


current with the show. 


Court Okays New Chicago Hall 


New convention and exhibit hall for Chicago 
eems almost a certainty. Illinois Supreme Court 
has upheld legislation which created the \letro 
politan air and | x position \uthority and gave it 


evenue bonds. Bonds will be 


the power to issue 
backed by Cook County's share of a 10? tax on pari 
mutuel betting at Llinois race tracks. 

Authority, concerned with the rise of new and. 
bigger convention halls across the country, plans the 


“world's greatest exposition center, 


Hotel Rarity: Long-Time Sales Exec 


One of the rarest things to be found in 
hotels today seems to be a sales executive with 
long job tenure. “That's why it’s news when 
a convention and sales manager, Mrs. N. 
Meisner, Edgewater Gulf Hotel, Gulfport, 
Nliss TCCCIVES 
on the job. 

“Nfust be the climate,’ says her boss, A. P. 
Shoemaker, manager. “I’ve been here 26 years 


» 
a gold service pin for 20 years 


myself.” 
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Garden Show—Armory to Coliseum 

National Garden Supply Show, originally sched 
iled tor Kingsbridge Armory, New York City, in 
mid-January will be held in the New York Coli 
seum, Feb. 17-19. 

Heavy attendance expected at NGS course in 
Retail Sales Management” made the move neces 
sary, say offi ials. Same course offered at the Chi ago 
show drew nearly 800 dealers. “Usually you 
an't expect more than 200 or 300 participants at 
an educational program like this, but our experience 
in Chicago proved that the industry is ready, waiting 
ind eager for practical information,” says D. Mur 
ray Franklin, publisher, Garden Supply Moerchan 
diser, industry trade journal. 


Hotels, Halls Turn Down Red Parley 

Plans for the national Communist Party conven 
tion are still on, say party officials, although they 
can’t find a hotel willing to accept them. More than 
0 hotels and halls have refused the convention 


scheduled Feb. 9-12 in New York City 
Sanberg New Exec VP for ASAE 


Glenn B. Sanberg has been appointed executive 
e-president of American Society of Association 
Executives, succeeding Reuel W. Elton who retired 
Decembe 31. Sanberg has been a member of 
ASAL’s executive committee since 1954. Before 


his new appointment Sanberg served as treasures 


Independent Housewares Up Space 
Ninth annual Independent Housewares Exhibit 

will use eight full floors of exhibit rooms and booths 

when it moves into the Morrison Hotel, Chicago 


Jan. 17-24. 
Show will not be limited to strictly houseware 
items says Jules Karel, exhibit manager. ‘Trend 


today is for housewares buyers to be multiple buyer 
in that they will buy for other departments and 
shop promotional items as well as mere handisin y the 


housewares field,” he explains. 


Exhibit Builders to Make Survey 


Development of an economics survey and = an 
expanded public relations program were approved 
by Exhibit Producers & Designers Assn. at it 
national convention in) Chicago 

New officers for this association of exhibit build 
ers are: Harvey G. Stief, Harvey G. Stief, In 
Cleveland preside nt; Robert Wetstein Dyna 
Graphic Displays, Inc., New York City, vice-presi 
dent; Wendall P. Blanton, Ad-Craft, Ine., St. 
Louis, secretary; and Fred Kitzing, Kitzing Studio 


Inc., Chicago, treasurer. 


AMA Schedules New Meeting 

New division of American Management Asso 
ciation, organized to help research and engineering 
executives improve their understanding of manage 
ment principles, has already scheduled 29 meetings 
for the first half of 1957. More than 1,700 indus 
trial research and engineering executives are e 
pected to attend. 

Four large scale national conferences are lated 


First, on commere ializing research results, will meet 


at Hotel Roosevelt, New York City, Jan. 10-11 


Industry’s role in atomic development will be the 


conference topic at Hotel Statler, New York City 
Feb, 7-8 
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REASONS 
WHY DOCTORS MEET 
| AT THE DRAKE 


mi F ting und 


1 rnnes | 
( \ 4) Yiu 
re iit I y 
l hi il KS | evil iS J 
Yyrutae et ‘ ' mittee TM 
) \ 1 « 
Wis i . | ‘ iy) | 
Bee | \ ‘ 
' ; cou 
3 ‘ 
‘ S > iy \ | | 
{ <4 4 3 (yi) 


2 DIRAIKE 4 


~ A 
bhicay’ ‘ 


re sicht “ re 
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rrosident= 

pick Flynn, Vice-Prest ee 

TELETYPE No er oe 
Telephone SUperior 


World’s largest and finest convention-resort hotel... 


INCOMPARABLE MEETING FACILITIES 
for up to 5750 people! Private conference rooms for 


10 to 50 — convention hall accommodating 3000 ! 


SUPERB BANQUET FACILITIES 


for groups up to 2500! 6 private dining rooms, formal 


dining room, casual coffee shop for fine food 


at popular prices. 


UNSURPASSED FACILITIES FOR 
FUN AND RELAXATION 


14 acres of oceanfront luxury—1000 foot private 
beach and Olympic swimming pool — Cabana Club 
4 cocktail lounges — exclusive shops — La Ronde 


Supper Club — Yacht Basin — 565 luxurious rooms... . 


ontainebleau 


ON THE OCEAN AT 4th STREET, MIAMI BEACH, FLORIDA 


For information 
write or wire 
JACK M. SLONE 
Director of Sales 


) 


a 

=e, 

=e —— 
BEN NOVACK he 
President “ee 
OUKE STEWART =e 
Manager ee 

~ 
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a move to larger facilities— j 
to continue our steady growth £ 


a 


A business enterprise (especially one whose product is SERVICE, 
made up of a combination of artistic talents and technical skills) consists f 
not merely of PREMISES, but of PEOPLE. But people must have de 
FACILITIES to do their best work. So we’re moving to a Brooklyn 

waterfront location—for where else can you find within this great 

sprawling city a nearby unrestricted street-level building with close to a 

hundred thousand square feet of high-ceiling space for the design and 
production of big and little exhibits? We’re thirty minutes from 
Columbus Circle, with a view of the Statue of Liberty to inspire us. 
Plenty of storage space, too for our clients’ displays! 


Our new telephone number — HYacinth 2-3730 


53rd Street & Ist Avenue Brooklyn 32, New York 


CONSTRUCTION CORPORATION 


EXHIBITS # EXPOSITIONS e MODELS e DIORAMAS e SALES MEETINGS e SALES ROOMS 
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THE EMPRESS HOTEL 


ne er Island, overlooking the Pacifie. A perfect site for any convention, large or small 


Gel more done. have more fun at 


THE EMPRESS in Victoria 


oad 


YOU'LL ENJOY | 
Vane r | And ow 


‘e 


Do vou want to accomplish more 
enjoy yourself more at your next 


convention? Then you and your 


associates should consider The 


impress in Victoria, Its beautiful 
ly situated on Canada’s ever-green 
Vancouver Island, famous playspot 
of the Pacific Coast 

In this relaxing yet stimulating 
mosphere, you'll find complete 
facilities to make your convention 
run smoothly. You'll appreciate the 
thoughtful supervision of the hotel 
management. And youll enjoy the 
eracious Old tnelish hospitality, 
“Crvice and food 

When it’s time to relax, you'll 
find it hard to choose among the 
wide variety of recreation activities 
The bkmpress offers. On perhaps 
vou ll prefer just wandering through 
the beautiful LO-acre rose garden. 

hor complete information and 
reservations contact: Convention 
lraffic Dept., Canadian Pacific 
Railway Company, Windsor Sta 


tion, Montreal. 


CHECK LIST OF CONVENTION FEATURES 
YOU ARE LOOKING FOR: 


570 rooms with bath 

Meeting rooms, exhibition rooms 

Crystal ballr 

Private dining rooms, restaurant, coffee shop 
World's largest glass-enclosed swimming pool 
Two beautiful golf courses 

Hunting in season, fishing, boating 

Tennis, riding, shuffleboard, bowling 
Conveniently located easy to reach from 
principal West Coast cities 


The Empress has them all! 


THOUGHTFULLY PLANNED meeting 
rooms will help you to relax, and to ac 


complish so much more in a shorter time, 
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Wer GAROY GARONER DOES (T AGAIN / 


Dramatic Exhibit Successfully Introduces 


New Productto Entire Plastics industry! 


IREMENDOUS ACCEPLANCI 


introduced a new | nd name to the 
SMASH SUCCESS"! These were typical madusts vith dram nd sal punch 
eaction to the Marlex exhibit it’ the Sc na t ited tl m nmnation { 
National Plastic Exposition which wa f it | { r" , 
held at the N. Y. Coliseum. this tratf vith simplicit nd realism 
topping exhibit wa reated | G;ARD Dao wr product rvi n it 
NER tor the Phillip ( hemical ¢ omy lui mare Of attention at track hows’? If 
i ubsidiary of the Phalliy Petroleum if ist ve our next exhibit problem 
4 Company. It succeeded in two wa burst Gardy"! H ot the “Magic Touch”! 


soem massed 


And Look ‘How “Gardy" Helps Alcoa 
Sell Farm Buildings and Supplies! 


GENTLEMED? 


wir. 
Uy 
y 


GARDNER 
DISPLAYS 


477 Melwood St, Pittsburgh 13, Pa 
DETROIT e CHICAGO e NEW YORK 


WHERE should we have our convention? 
WHAT hotels are recommended? 
WHEN is the best time? 


Whatever your convention question... ask 
American’s convention specialists! 


elyyelerelertereeleses 


Promptly—and without obligation—you can get authoritative answers to 
any of your convention questions from the specialists of American Airlines. 
These experts would also welcome the opportunity to assist you with all 
of your convention planning. With unmatched experience in group travel 
... the most modern fleet aloft... and flights to seventy-seven key cities, 
American Airlines is best qualified to help you insure the success of your 
convention. Contact your local American Airlines ticket office or write to: 
Mr. R. A. MacDonald, Convention Manager, American Airlines, Inc., 


100 Park Avenue, New York 17, New York. 


As AMERICAN AIRLINES 


Americas sleading Aline 


AS THE EDITORS SEE IT 


SALES MEETINGS 
January 4, 1957 


“As a meeting planner, you're 
a lousy marketing man!" 


“You know as 


n irketing man! 


’ | 
i sales meeting plannes youre a lo 


| hat’s the way the old salesman began as he was making 
Phe old salesmar 


was retiring and betore he left he wanted to set his bos 


his last farewells to his sales Manage! 


straight on something that had been bothering him tor 
© 


year4rs 


“Just one thing before I go,” said the old drum- 
mer, “why don’t you treat salesmen like people?” 
“What do you mean, Alf?” asked the sales manage 
‘I’m sure our salesmen get every kind of consideration 
are well paid certainly as well as competition’s men 
What do you mean we don’t treat you like people?” 
“T mean us as a market,” Alf struggled to explain 


| his boy’ 


thought the sales manager, ‘The sm’ 


really slipping getting out none too soon 
quizzical look 
prompted the old salesman to try avain 

“T mean about our meetings.” 

“Yes, Alf?” 

“Well, look at it this way,” said the old hand. ‘You 
must spend half a million bucks a year to study users of 
our appliances. You know from research what consumers 
preter before you select final colors. You ask them which 
types of knobs they like best. You find out what shape Is 
nost convenient which they can use to best advantage 
You try to learn every whim, need and desire of every 
potenti | custome 


‘lust what are you di ng at broke in the sm 
“It’s just this,” Alf tried to explain, “when it 
comes to your sales-meeting customers—the sales- 
, 
men who have to ‘buy’ your story—-why don’t you 
first find out what we want or need? 


“Why don’t you learn to treat us salesmen like people ? 
snapped the old salesman as he clan ped hi hat on hi 
head and started for the door 

“Now wait a minute Alf! shouted the sales man ive! 


Say that again. 

“T just had to get it off my chest and I said it; that 
all.”’ said Alf as he reached for the doorknob, turned. it 
and left 

“Well, I'll be damned said the sm half aloud He 

sht, and I never thought of it! 

Slowls in h rT nd the ale execut e compared the 
ntensive market resear h studie made of consume! with 
the feeble efforts made to learn what salesmen wanted 
or need to get ata ale meeting 
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What he realized, like a blinding flash, is that 
nobody ever considered what the salesman feit he 
wanted or needed. Every meeting was based on 
what the company wanted the salesman to have 
what the company thought was best for him. And 


there is a mighty big difference! 

Compare \ I) ol lie vant | rol ol !) 
mechanically night lye inferior to knobs on the hele uit 
he ron top if OSU T pretel { that Wa \ ) KTOW 


s best on the side but you don’t buck your market 


With salesmen t different You seldom take time to 


learn what the really want. You vive them what ) 
believe j he t for then mad ou otten mi 

That the port Alf tried to make mid he wasn't off 
hase 


Recently some topflight sales managers were 
somewhat surprised when they heard a tape-re- 
corded interview with their salesmen to discover 
how much their salesmen dislike about their meet- 
ings and what was wanted. A simple thing like an 
I8-minute taped interview with four salesmen 
opened the eyes of over 30 sales executives. Per- 
haps for the first time they got the salesmen’s 
needs and wants at meetings crystalized 


Of course, yo t car rush out 1 ask yo ( 
what they need or want air ire wlined to tell O 
what they believe 0 want to heat uit t1 hit be 
rood idea to let i tramed interviewer do it tor 0 
Start 

You treating out ile nen like f istomer tor vo 
product wher ou plan i sales meet ny nay prod ( 
in entirely new kind of meeting tor yo It may not be the 
same as any ou have ever wanted to plan but, on che 
other hand . ret re ilt that 0 never enioved 
ithe: 

For ore th ng ! 0 , r ile net vl at the feel the 

d ou will solve the problem of alwa } ting fo 
i new theme new tunt or gin K fo tack on to 
neeting Sale nen like i good tire ito | et 
hev'd pret toh ¢ some real “meat to take hore 0 
i eet ca hat thre | ta kK lodao iy U 
ob 

I here I (| ( ofl i t t¢ cu“ aD hie ‘ 
port i! vith new look at the prob ‘ 

‘ of 0 narket 0 esimes 


A whole new world 


for your 


convention 


ALL THIS IS VOURS... 
FOR A PERFECT CONVENTION! 


© 14 meeting rooms or combinations 
to seat any size meeting from 24 to 1600! 


© Monitored air-conditioning 
e Modern lighting and sound equipment 


e Outstanding cuisine 
served from an ultra-modern kitchen, 
strategically placed to serve every 
banquet with maximum expediency 


e Underground parking garage 


e Yacht anchorage on protected Indian Creek 


£ 


e 30,000 square feet of drive-in MONA LISA ROOM — this beautiful room comfortably accommodates banquets up to 500 people 


exhibit space at reasonable rates 


ALL THIS — PLUS: 


e Olympic pool and private ocean beach 


© Over a hundred luxury cabanas 
with individual bathrooms 


© Magnificent covered outdoor pavilion for 
dining and dancing, outdoor meetings 


e Three delightfully different 
dining rooms to suit your every mood 


e Informal gaiety and dancing in 
Harry's American Bar — Garden Café 


e Fabulous entertainment nightly POMPEIAN ROOM — Accommodating banquets of 1200 and business sessions of 1600 
in the unparalleled Café Pompei people. Four tiers assure all in attendance perfect view of the speaker's table 


SEND NOW FOR COMPLETE 
CONVENTION GROCHURE 
biueprinting complete plans and details 


square feet of DRIVE-IN EXHIBIT SPACE at reasonable rates. This area 
does not alter the availability of any of the 14 Major Meeting Room: 


New York: Circle 7-6940 * Chicago: MOhawk 4-5100 Cleveland PRospect 1-7827 * Washington: District 7-7346 


OCEANFRONT, 45th to 47th STREETS, MIAMI! BEACH, FLORIDA 
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What do we want to 
accomplish this year? 
List specific objectives of 
your organization or 
group. Find out what 
participants want. Pin this 
down before you give 
any thought as to “How” 
to do the job. 


What sort of affair is 
called for? According to 
tradition you may always 
hold a convention. But 
maybe a host of new 
problems facing the mem- 
bership would make a 
Work Conference more 
practical. 


What sub-groupings 
should we have? if 
you've analyzed the needs 
of your participants and 
know the detail objec- 
tives — hence somethin 
about the caitabased 
yourself what combina- 
tions of people would be 
best. For example, maybe 
you've tried to do too 
much in general sessions 
before. A number of dif- 
ferent audience minorities 
would be better served 
by ‘Special Interest’ or 
“Occupational Groups.” 
(see charts) 


For the Modern Meeting Planner: 


What presentation 
methods should we 
use? Here again you 
should first determine the 
objectives for the session 
Then ask yourself how 
this can best be communi 
cated, and what the au 
dience's interest is. Final 
ly consider methods: If 
you wish to get a lot of 
complex information 
across in a hurry, a 
speaker with visuals is 
probably best. But maybe 
your objective is to get 
the audience all fired up 
over an issue —so they'll 
carry on lively discussions 
in subsequent sessions. 
Here a ‘Situation Presen 
ation’ would do the job. 


How to get the audi- 
ence more involved? 
This is a important 
question 


final 
whik h ss an 
by such tech 
niques as listening teams, 


swered 
section meetings, reaction 
A subsequent 


de 


panels, etc 
article will 


scribe their 


list and 


use 


Guide to Styles, Groups, Methods 


We, the people who plan for the 
assembling and mixing of large quan 


tities of 
loosely term 
‘nces’’, “‘workshops’’, et 
fusing our public 
not defining the many 
‘trade’. ‘hus 
as wide a ariety of 


niques as we 


have come along to help us during 
but 


kept clear thei proper label, dese rip 


the past Tew years 


, | 
on ana use 


human beings in what 


“conventions 


and each other by 
terms ot 
we may not be using 
meeting 
could be. 


\ host of valuable new techniques 


lhis doesn’t mean that 


BY HUGH GYLLENHAAL 


Senior Associate, Conference Counselors* 


we 
that 


}) 


“conte! 
may be con ( 2 
to 
our’ 
ways 
tech 

done 


we haven't 


ill meeting methods can or should be 


neatly and 


ty ped 


pigeon holed. 


covel 


too widely. On the other 


Intriguing term 1 


and methods. A new one comes along 
and we (1) try to use it to solve all 
our meeting problems including some 


was never intended 


) we stretch the techniques label 


really different 


‘Thus “Phillips 66” was used in many 
not 


best suited for 


limited tec hnique, it 1s being applied 
hand 


being used to cover 


for or 
methods. lieve) 


this 
nique, and many different things were 
which 
“Phillips 66.” “ 
most recent example: A 


were erroneously alled 
srainstorming’ 


useful 


are not 


current 


today. 
likely. 
little 

ardization. ) 


tech put 


way in 


S oul 
but the 


bette: 


phasize 
We're 
thi problem and 


ible method 


ome widely different going 
“brainstorming” at 
On the following page 


meeting 
most ot 
(Universal 


maybe we can 


t 


A 


meeting plannes 5 


on w hic } 
all 


we 


to name and describe the major 


( we he 


then 


terms ! 
uS are defining 
agreement 
mo 
he dire tion 

note of caution i 
let try 
“cure-all” 
ott 
then 


to de el 
ter hnique 
to far 1 


look for 


not 


[here's plenty of room fer new meth 


ods and tor 


But 


method, 


where there is 


why not pin 


igree 


on 


()ne cause ot our contu 


an over emphasis on new 


*New York City 
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variations on 


name and 


19 


old ones 
established 


j 


down and 


ise 


sion has been 


tec hniques 


Are you familiar with all these meeting methods? 
Do any of them better suit your needs than ones you are using 


presently? 


What new methods might improve your next large meeting? 


7 


TYPE OF MEETING 


If This Is Your Purpose This Type Has These Features 


v 
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If This ls Your Purpose 


4 - 
If This ls Your Purpose This Type Has These Features 
IPATIONAI ROUPS 
” ' A composed of those terested 
Kesey with la on the job pr blem 
Sn A ally action required, but 
, 6, F} me he reported 
eS a | 1s may be reported 
a. e varie widely; best if kept nal 
i 
APP ATION GROUP* 
ow format ow A mixed membership fron tota 
’ ruUaTior Th group, or by occupational interest 
is , * A may use trainer to suggest pra 
m6 tice methods 
4 A usually no more than 10 
Ano rep ng 
ORIENTATION GROUPS 
anak 
; aie ershit from total 
} re e me 
) iT n 
f plar g taff a € 
all questions ar 1 to helt 
»+ acquainted 
r briet period s+ start { 
f ny 
wrt wnt ' 7 | ember ship fr Ta 
t ne 1 T 
eduled ‘'bull sé 
j } + } ‘T 
ference staff 
Te greater volume f 
nf ; 
marvrior t ; we 
} ] t ? y nt ead } Pp f 
} ytion 
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aang eats 


If This ls Your Purpose 
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This Method 


Y MP( ILIM 


PANEL 


Has These Features 
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If This Ils Your Purpose 


This Method Has These Features 


’ 1 ater 
P mh ay 
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you re JUe! onvention = {ro} 
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ya thn { ¢ experience M™ \way 
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by rail OF west exp! 
displ4s Railway © 


omypt delive! exhibiting 
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Wipers” ; 
AGENCY 


- : An 
C2 |A service —& expressly for 
wae. = successful 
“ sales meetings 
RAILWAY EXPRESS AGENCY 
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THE CASTLE HARBOUR 
HOTEL, GOLF, BEACH & YACHT CLUB 


Tucker's Town, BERMUDA 
Island's Largest Seaside Resort 


THE BIG FIVE 
| MEAN BUSINESS! 


WHEREVER YOU WISH To GO 
BERMUDA, POCONOS, 
NASSAU, CANADA 


THESE TOp HOTELS 
ARE YOUR BEST INVESTMENT! 


FORT MONTAGU 
BEACH HOTEL 


NASSAL in the Bahama 
Private Beach directly on 
the Ocean 


John L. Cota, Gen Mgr 


Take your pick of Is] 


mountains, lakes. se 


and resorts, 


aside 


beaches . . . the varied settings of 


these Big 5 hotels where you can blend | 


os USiNess and pleasure SPLIT ROCK LODGE 
most efficiently. Chosen | bl eT AND CLUB 
'Y blue chip names in | .S. indust 
and commerce for ; ; ry WHITE HAVEN, R.D., PA 
+ erce for all-round value ..» for finest ¢ onvention facil Sports Contes of the Po 
‘ e » : ention acilities Big 
culls > > >, at Big Bou Ider n Lake 
sine and entertainment to meet your special requj Harmony 
All , ~~ dulrements William D. Herrmann 
details are handled by a centralized office ith al ' Gen. Mgr 
a ; 1a lone recors ‘ 
of successful] convention management ‘ 
¢ 
Call or writ, for complet information eal ek Ne ‘ 
a , $ ha) kl 
me ! i 
WILLIAM P. WOLFE ORGANIZATION Repreceniat i my pee My ft vs aN 
, f natives yr te T 
) } af oe | rit , 
mY Sth Ave., New York 36 LO 5-1114 > EE ey yeeenenlt ++ A 
' + ee ft pouereis yng 
\lso BOSTON + CHICAGO » CLEveLs ~T us ge pdt p08 ted! stay ‘ 
vel I ~ \« ’ 
‘MI* PHILADELPHIA « ae 2 rs i. oe *: 
= —~ " f ‘ 
» aa a < a? uF fone ‘yy 3 
a an] we i 
a = 
- > C a = ad * 
I; 
T 
’ : THE BERMUDIANA 
THE ALPINE INN Hamilton, BERMUDA 
AND COTTAGES ¥ A garden « tate in the heart 
‘ Hamilton 
PROVING E OF QUEBEC Corsell F, Decleor. Cas Mer 
) 
Deluxe Log Chalet and 
Cottage Resort on La t 
Riviere du Nord 
Ste. Marguerite Sta 
Roland Libsiron,Gen Myr 
5 Streamlined Settings for * BUSINESS MEETINGS * TRAVEL INCENTIVES »* CONVENTIONS 
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PUBLIC RELATIONS AT INDUSTRIAL SHOWS 


How Can So Many Good 
Companies Do So Poorly ? 


Odds are 50 to one that your company misses the boat on 


most public relations opportunities at shows. Few tap the 


potential in publicity. Here's how to improve your odds. 


BY ED GREIF 


Partner, Banner & Greif* 


\t an a erage industrial eXposi 
tion, with hundreds of exhibiting 
ompanies, there are hardly a half 
dozen sometimes less—who take ad 
antage of the public relations poten 
tial in a major industrial event. 

And so, I ask you to consider some 
basic concepts of public relations 
ictivity as they relate to industrial 
expositions. 

Let’s start with the old days. Most 
ndustrial expositions began largely 
as public relations efforts. No one 
expected to sell goods at these annual 
ret togethers It was mostly a matter 
of good fellowship and “being repre 


ented” because competition was re] 


resented there foo 

(;reat amounts of money were spent 
on entertainment and, even if results 
nm tern of dollars and cents were 
mall, it was believed that participa 
tion built the con pany Ss prestige 
We have come a long way tron 


that con ept ol the role of an exhibit 


But somewhere along the lin we 
have jumped the gap tron LOO; 
itftentior ‘ | bh] rela 8) Me 
| time we ecovered oO sense oO 
balan ( It ime tor the p fu ! 
o swing back to cente 

| want to point out quickly that a 


he big, drunken brawls of 

the vast IS not my idea of yrogress 
| | 

I he re have been a tew advances in 


public relations 


Mase day 
What is needed, in my earnest 
t th + ¢} ' 
opinion + a recognition la ne il 
lustrial exposition is the major gath 


*Public relations counsel, New York City 


From an address before luncheon 
meeting of Exhibitors ldvisory 


Council, New York City. 


thinking too, since 


ering place of an entire industry and 
that good relations are built or dissi 
pated there. Customers, prospects, 
editors, bankers, suppliers and com 
petitors are present. ‘Their combined 
opinion represents the most important 
asset a company has. 

[his opinion cannot be named or 
In bookkeeping 
parlance, it is called “goodwill” and 
carried on the books at one dollar, but 


measured precisely. 


its true value lies in the difference 
between the worth of a going com 
pany 's assets and the amount they will 
bring on the auction block at a liqu 

dation sale. 

Let me point out the obvious: An 
exhibit really performs two major 
functions, 

One is a straight sales function and 
the other is a public relations fun 
tion. On the one hand, your com 
pany is conducting an exhibit in orde1 
to sell its products right then and 
there—or at least to produce an active 
inquiry which will result in a sale 
shortly thereafter. 

On the other hand, however—and 
as I don’t have to point out—the vast 
majority ot people at any show are not 
going to be immediate buyers. What 
about them? It is these people who 
pub 
lic relations effort and it is my point 


that you are neglecting them. 


constitute the audience ror your 
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EXHIBIT PARADE 


Convention Exhibits « Commercial interiors ¢ Merchandising Displays ¢ Sales Presentations ¢ Models 


® Dioramas ¢ Animations No. 4 


A LOCOMOTIVE THAT TALKS is being used by PEOPLE ARE IMPORTANT. Ansul Chemical Com 
General Electric Co. to introduce their new gas tur pany says “people are the real competitive difference 
bine locomotive. A push-button starts the action, between products in this unusual, attention 
each Operating part of the locomotive lighting up in compelling exhibit that sells both the Ansul Company 
turn through scrim-covered ““windows”’ in the side of and its fire protection products effectively at the 
a three-dimensional mock-up. Speakers behind each National Safety Show 

window allow each element to speak for itself. The The trademark ‘‘a”’ at left is silhouetted by lights 
action and sound are controlled in perfect synchro that illuminate a brightly colored fire photomural 
nization by Robotape’’, an ingenious device which Front counter houses 5 sided drum, manually oper 
plays the recorded sound and simultaneously regu ated, that illustrates fire protection equipment and 
lates the electrical action of lights and speakers. serves as literature request box 


See the LIGHT? Many customers did, by flicking FIRST PRIZE WINNER. This exhibit for CRANE 
switches and turning dimmer controls in this General plumbing and heating products received an award for 
Electric lamp exhibit at the National Restaurant excellence of a technical exhibit in, the 200 square feet 
Show. The advantages of proper lighting and possibil or under category at the recent American Hospital 
Association Convention, We're happy for Crane Co 
strated in “Light for Atmosphere” and “Light for and proud t« 
Attraction” special settings. 


ities for dramatic lighting were convincingly demon 


) ay we have served Crane for over 
4) years 


eneral exhibits and displays ine 


ON. RACINE AVE. - CHICAGO 14, ILL + PHONE: EASTGATE 7-010 


fiers ( perweet ae! ead tron he printed page. [he production Manager comes to a show. 


‘ ppro ese pe pl throug sitor will get an impression of your Maybe the plant has a partic ilar 

our advert r on the { nted page ompans which will last tor years and problem with maintaining a prope! 

direct sil. a a effect or ears temperature at the warehouse and he 

hye t ex) { hall not ¢ tf vo tend him by indifference s going to recommend installation of 

ere to list all ditterence hurt | think t you give h in answer which tails some automatic doors which open and 
’ port * nee to meet his needs, it vour booth per lose electronically. 

onnel ire lo nyinyg around VW hile He has probably been reading about 

: others appear busy, he will come away this equipment in the business publi 

Gets Impression with an in pression of your company ations and may even have seen some 

that will be dithcult to overcome for ot your direct mail on the subject. 

Yi ( cet the man face te a long time. But, chances are about 20 to one that 

be retting an impression Let's take a typical case: A young your salesmen never heard of him. 

whicl totally different from that engineer whose job it is to assist the ven if they know the company’s 

purchasing agent, they probably 


haven't met this young engineer. 
When he steps on the floor of a 
good-sized show, he is dazzled by all 
that it offers. First off, he will prob 
ably tour the floor looking for auto 
matic doors and chances are excellent 
that he will get first-rate treatment 
when he stops at a booth selling auto 
matic doors. Booth personnel will 
spot him as a hot prospect and almost 
certainly he will come away with 
some valuable information and a tew 
dates back at the plant for more elabo 


rate discussions, 


Curiosity Seeker 


Now that same man, having fin 


ished his primary business, suddenly 


changes character from a hot prospect 
to a curiosity seeker. He is young 
ind doesn't look very important and 


Your Florida convention is S0cess Snsured the attitude of booth personnel 


changes, too. 


Holding a sales meeting or convention in Florida is the If the attitude of vour booth per 
best attendance insurance you can get—and it is free! sonnel is primarily geared for sales 
het no added cost for the alluring sunshine and and is only remotely concerned with 
warmth, the recreations and fun, or for the palm-lined general public relations effectiveness 
tropical beaches. They are yours— working for on the audience, that young but in 
Ucce of the meeting you plan with a magic appeal sure portant man Is going to come away 


t ‘ > im sccl { 
to win enthusiasm and maximum registration with an unfavorable impression of 


your company which may ultimately 


EXPERIENCED HOSTS The major resort cities of cost thousands ol dollars in sales. 
Florida are expert hosts with years of experience in | have cited the example of the 
entertaining large numbers of visitors. Their hotel young engineer because he shows most 


ind business places are keyed to handling peak-loads sharply how easy it is to make a mis 


mi take me 9 . , 
over short periods with ease. You'll find them adept take when evaluating the Importance 
; ot a visitor. “Cur-osity seeker is a 

it relieving you of burdening details, leaving you free 
phrase too often used and too little 
to oversee more important planning 
understood. Surveys taken of exposi 


FREE COLOR-MOVIE AIDS — Colorful, spectacular Florida tion visitors indi ate that the major 
is portrayed in several professionally prepared films ity of them come principally to keep 
ind they are yours for showing to your group to help abreast of developments in the field 
build attendance interest. Also available is detailed scar oe ine a ege 
information about convention sites and other data to _ pesdlagtedl se Sone re gern of 


aid in planning a Florida meeting or convention Simply cheir knowledee. They are men who 
write on your busine or association letterhead to want to keep ahead of their problems 
Lhe ire men who want to know 

‘ s . ‘ State of blonds } : } of ' 
* » ay Hf . A : meee where to vo when wy haven't got 
4 | i ‘¥ } : A, lioom L635 2-4 the answers themselves Phev are the 

Comms on Buildin : 

land of good living Tallahassee, Florida soapy ity iibaaysie ws ; 

‘ J 4 7 Lheyv are either leaders in the bus 
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( ( e people who are yoing 
to come p Tast 

In a well exposition where 
even a oO reening is done 

the aoor! everve e who comes to 

booth Ss wo thy ot quick ta 

ourteous itfention ()t course 
every large crowd, there will be a few 
exceptions, But you shouldn't con 
centrate yout plans ng on the EXCE] 
tions 


Night-Time Crowd 


I have 
shows 
oft 
ot those who ittena 


been preser if man large 


where some exhibitors shy ig 
a night-time crowd because most 
j +} 


during the eve 


ning the lowet ec helons ot 


Tron 


\ny vo ing man, who spends 


his dav at the plant ind is willing to 
devote his leisure t me at night 

dy new industrial developments 
a boy worth wat his 

[here is an old id ive which used 
to hang in man newspape! othces 
around the count ‘Be Nice to the 
Copy Boy He \Mlay Be Your Boss 
Pomorrow.” It is one worth heed 
ng in industrial show business, too, 

Now, what I have been saying up 
to this point is not startling news to 


most seasoned exhibit managers How 


ever, in the press ot getting thing 
done COMPpPromises ha e to be made 
and usually they are resolved In tavor 
ot the sales facto! ither than that ot 


publi relations 


[ believe this is, like most 


COMpPro 


Mises 1 bad thing. Howeve | sug 
gest a tew directions which even a 
larassed and ove worked exhibit 


| yoing te ta with selection 
ot the show and ze ot the booth. In 
terms of cost the smallest percentage 
of total cost is the price you pa Tor 
hooth space Yet three q irte ot 
the booths if il iverayve show int 
bad] oOvel owded No id ertisin 
nanager in the co nti could hol | 


job if he tried to crowd as much na 
terial info a pl ed advertisement a 
the ave ive exhibit n inager tries to 
rowd nto hoot] Compared to 
to il osts of show yon the iddition 
oO even Of, o hoot! pace wo Id 
idd little to the ) B 1 spacio 
friend] booth whe ri i Isifor does 
not get thre teel ae th } posi 
ly ‘ ( le hf he 
pre mca ‘ tha 

A littl owding ( \ 

! ! i | a it} 

it a little crowding helps 

oOM B rie ( 1 
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ree. Lhe visitor wants to se 


iat hine In 


action. He wants to ti 


himself. Lhat is the es 


with it ser 
ot the three-dimensional medium with 
which you are dealing And it ‘ 
haven enough space to le in 
do that comtortably, you are ) 
send him back with bad ( 
or yout Company 

Surely, all of vou have not 1 how 
frequently visitors stand in the aisle 
ind refuse to enter a booth. One of 


the booth is small 


the reasons is that 


here is an 


tNiom 1 


* 


& 


Trade Shows 


by DISPLAY 


Staged Sales 
Presentations 


vertising to 


believe that axiom ipplies “ 


force to thr exposition field. but | 
sugyes hat \\ th ( 
ol 

SEC idl there 

1) Itat 1) i Tr ' re | 
consultatio inal ore ition W 
other department ol hye i pa 
On dozens of occasions, | have hear 


an exh bit n age Contes { it th 


had not made its ge 


COMpany 


on what would go into the booth 
iweek or Twe he te ( hye hye “ 


: Individual Displays 


or 


vg Complete Sales Meetings 


from 


and 


EXHIBIT 


SPECIALTIES 
COMPANY 


We offer a complete service for the preparation 


and production of SALES PRESENTATIONS. 


V Sales Presentations 

V Idea—Theme 

V Script and Format 

V Production and Building 


Direction— Choreography 
and Music 


All material and talent on 100°, 


Member Exhibit Producers and Designers Association 


Trade Shows 
Transportation and Handling 
Banquets and Entertainment 


Moving Pictures —Slides 
and Photography 
Signs and Banners ~ | 


union basis 


Display and Exhibit Specialties Company 


1014 Lynn, Detroit 11, Michigan 


Telephone TUlsa 3-0602 


NEED TEMPORARY HELP FOR 
YOUR CONVENTION, TRADE 
SHOW, OR SALES MEETING ? 


manpower, inc. for: 


DEMONSTRATORS STENOS 
MODELS BOOTH SET UP WORKERS 
BOOTH ATTENDANTS PRE-CONVENTION DETAILS 


REGISTRATION TYPISTS MAILING AND DUPLICATING 
SERVICE 


Use our employees as long as you need them at low hourly rates. 


manpower, inc. 


OVER 90 BRANCH OFFICES COAST TO COAST 


Write for illustrated brochure to 
DEPT C MANPOWER, INC 820 N. PLANKINTON MILWAUKEE, WIS 


BUSINESS CONFERENCE... 
Nassau Sigle/ 


You ll GET MORE DONE on your conventions and sales meetings 
in Nassau because you HAVE MORE FUN and relaxation 
during the hours in-between! Every sport under the sun... 
hopping and sightseeing for the whole family ' Nassau is near, 
by plane and ship and no passports are needed for American 


and Canadian citizen 


For Complete Information: 


NASSAU, BAHAMAS, DEVELOPMENT BOARD 


MIAMI: 1633-34 duPont Bidg NEW YORK: 308 British Empire Bidg. 
CHICAGO: 1210 Palmolive Bidg DALLAS: Adolphus Hotel Arcade 
TORONTO: 407 Victory Bidg. 


This is such an extraordinary situa- 
tion that I would hesitate to mention 
t to executives not concerned with 
exhibiting. It would not be believed 
But I am sure that there is no lack 


of readers who will ruefully re all 
such instances from their own experi 


lo build a proper exhibit with a 
view both to sales and public rela 
tions effectiveness takes months of 
planning—not just a few days. Cet 
tainly, everyone knows that exhibiting 
costs lots or money How can plan 
be negle ted in SO expensive a 


ning 
| 
} 


? 
meaium: 


Create Excitement 


Io be sure, results are rich when 


the exhibit is a iccess but to be ef 


rective it must create excitement. 
Excitement must be stimulated long 
before the visitor comes to the show. 
Publi relations activities must be 
well thought out. Advertising must 
be tied in. How can this be done 


without advance planning? 

Let’s consider advertising. Your 
company has just come out with a 
new model flagpole, that automatically 
will raise the flag at dawn and take 
it down at sunset with a_ built-in 
wind machine which will keep it fls 
ng even if there is no breeze. 

Your salesman can't tote it around 

his dispat h-case. Your space ad 
ertising can't do justice to its dra 
matic quality. Your direct mail can’t 
onvince an engineer that its main 
tenance features are well thought out 

But a show can! When the visitor 
sees that flag go up and down by it 
self. when he sees it flying gaily in 
doors, when he tinkers with its con 
trols and sees how they work, he’ll 
buy it. All of you have seen this dem 
onstrated many, many times 

Why not, then, in your advertising 
stress the fact that it can be seen at 
the show? A coupon on the bottom 
ot your ad Suggesting desc riptive 
literature, won't be anywhere near as 
effective as an invitation to the show 
Neither will a call by a salesman 
“See it at the show” should be the 
main appeal in your advertising, in 
vour direct mail, in your brochures 
ves even in your salesn en’s calls. 

You know how skeptical engineers 
ind put hasing agents are of claims 
made in advertising \ good deal of 
it is justified. But there is no claim 
no appeal that is as strong as “See 
lor your elf.” Inspect it, feel it, try 
t, try to break it down. “Those 
el trot ippeals indeed, Yo 
produ f in Star d s ich tests Wh 


ot feature them in your adve rtising 
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ity 
DELTA DC-7’s SERVE 


i the most important ' NEW YORK 
ie aN ie aa 7 WASHINGTON 


CHICAGO 
MIAMI 

NEW ORLEANS 
ATLANTA 
HOUSTON 

ST. LOUIS 


CONVENTION CITIES 


Other Deltaliners to cities like Philadelphia, Baltimore, Charlotte. 
Delta experienced in seeing that both small and large convention 


ire ha fled it courte? | Delta help contact membe! I 


Call your local Delta Sales Office or write to 
Convention Bureau, Delta Air Lines, 
General Offices, Atlanta Airport, Atlanta, Georgia 


One of America's 
Pioneer 
Scheduled Airlines 


1200 guest rooms: 12 excellent meeting 
rooms, each with public address system; 
huge Tulane Room accommodates up to 2,000 
persons, features massive service elevator 
and stage; completely air conditioned, 
television and radios, dinner room 
with name orchestras, beautiful cocktail 
lounges, experienced convention  stoff. 
Color brochure on request 


The South's Largest and Finest 
Convention Hotel 


AFFILIATED NATIONAL HOTELS 
ALABAMA 


Texas 
HOTEL ADMIRAL SEMMES Mobile MOTEL STEPHEN F. AUSTIN Austin 
— "Ontacl or commen HOTEL BROWNWOOD Brownwood 
HOTEL WASHINGTON Washington ore ei 
t 


INDIANA woTht CoNrel 
HOTEL CLAYPOOL Indienepelig MOTE BUCCANEER 


wOoTEL GALVEZ 
LOUISIANA MOTEL JEAN LAFITTE 
JUNG HOTEL Mew Orleans SORONADO COURTS 
' 
e e @ CHECK THE | “°° Now Orieame wort, pare 
) 


NEBRASEA 


¥ 
HOTEL PAXTON Omahe , , wlin 
NEW MEXICO 5 not nian 
HOTEL CLOVIS Clovis ANGELES COURTS 5 rion 
VIRGINIA 
SOUTH CAROLINA HOTEL MOUNTAIN LAKE Mountain Lobe 
“4 HOTEL WADE HAMPTON Cotumnia §— WOTEL MONTICELLO Morfoth 
“ TEeLernone 
WHEW YOREMurray Hill 66990 WASHINGTON Executive 34481 


CHICAGO—Mohows 45100 MEXICO CITY—10 4800 


HOTEL New Orleans 
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Nw SALES 


Yours for the 
listing of available busine 
and other 

RENTAI 
IN I 


ssking this co 
ss filones for 
sales training 


COMPLETI 
ERVICH 


categories, too 
AND PROJECTION 
LOUIS AND 40 OTHER 

MAJOR CITIES 


SWANK’S inc. 


Ray Swank, Pres 
621 N. SKINKER « ST. LOUIS 5, MO 
PArkview 7-3630 


ADD PERSONALIZED PUNCH 
TO YOUR SALES PROMOTION 


Advertise with 


AaveTlES 


fires-up sales and dealer programs, 
conventions! for Executives, Salesmen 


Dealers 


Valued as business gifts! 


; 
Vy 
/ 


Adver TIES WiLL BE SPECIALLY 
faithfully reg 
ur Pre 
eres Nationa and te st ’ are equiar 
sers of ‘Adve t 


MADE ?+ 


unusua 
of high 
fo you 


HAND MADE 
tes! 


ventior e~ 


AMERICAN 


NECKWEAR MFG. CO. 
Dept 
320 S. FRANKLIN ST 
CHICAGO 6, ILLINOIS 


[Le pite thi most obvious of ip 
oache there are tew exhibitors who 

e it. When they do—and I have 
Deen W itching this for years results 
re iriably essful V isitors 

‘ fo intormation booth with the 

r ement thei hands ; the 
ined o the pre oom with the same 
que W here the oma fa 
pole | ead abo 

Frequent! public t' can do the 
ame job. Sometimes it does it better. 
But the principle is the same—create 
in ¢ ifement in the visitor about 
out prod ict before he gets to the 
how 

hk req entl companies will mitro 

e new products at special press 
howing week or two betore a 
how open In the vast majority ot 
ist ind this i¢ even where 
laborate pre parties are staged un 
‘ | te onal guidance no wwe 
0 e that the first public den 

( the new product will 

K¢ pla i he how, 

\V I | lack o hownlan 
hip? A lack of fundamental know 
edge of.what likel to interest | 
fors to a how oO) it mpl a fail 
re of the public relations department 
to understand the needs ot the ey 
hibit department ? 

When | peak or teaturing the 
how l oul id ert iW and p b 
| oO brochures and sale 
il | don’t mean a small slug-line 
qucezt n at the last moment by a 
hat ed lavout man. A slug line say 

See us at the Show,” or “Visit 
Booth 999.” is, I s Ippose better than 
th ) t a tar cry trom 
uivertising W th he 

exhib 

1); ( o torv! Tell is 
lan ne ! Lell it m vour advel 
tisenv by your publicity, in you 
ile eet in your internal and 
( ernal | blications and brochures. 
Lhe watcl he results at the show 
Yi vill ratified 

lL believe word should be said 

kets Ali of us who go to 
how egularly know that anvone 
th le mate interest can gain 
wee wherhe 0 oft he has a 

Ket Ve he i tha the iveray¢ 
ea ( he ticket i some 

hing of val | usually produces 
thre ( ne « the st ket Ta 
litate his en nee, because the reg 
on te on them Whe he 

ely ado ¢ he ta s that ibo 

! thy | ‘ ‘ neva l he W 

‘ ke 

1} in enormous percentage and 

| ( ike oyvyoura ties betore 
“ e ticket ntell vent 

nail erchandise them in 

vive s¢ ents ind have ou 


America's most distinquished : 
Resort and Spa 


The Homestead’s 17,000-acre estate 
in the mountains of Virginia is one of 
the most delightful vacation resorts any- 
where in the world. 
Come enjoy our superb facilities for 
golf, swimming and other sports . . 
the pleasant Hot Springs social scene 
. and our famous Southern Service, 
so smoothly fitted to civilized tastes. 
The Homestead has excellent facilities 
for group meetings. A folder describing 
them will be sent on request. 


Address 


HOT SPRINGS. VIRGINIA 


SSCHSSSSSSSSSSSSSSESESSSSSSSSSSSSSESSSSSSSSSSSSSSSSSSHSSSSESSSSSSESSSESSSEOSE 
SSSSSSSSSSSSSSSSSSSSESSSHSSSSSSSESSSSSSSSSHESSESSSESSSESSESSHESSEHSSEEEEOSE 


MOhawk 4-5100 $ 
PRospect !-7827 $ 
EXecutive 3-648! $ 
Circle 7-6940 $ 

° 


§ Chicago Office 

§ Cleveland Office 
§ Washington Office 
6 New York Office 


The RIGHT Hotel... 
in a Great 
Convention City! 


Ww ra y 
Ritz-Carlton; 
On I 
0, \ 
Mona y ss" 
The Ritz-Carlton’s very own, 


BRAND NEW Convention Hall 
adjoins the hotel, right on the 
Boardwalk capacity: 1500 
persons. It's smart, spacious and 
efficient with every facility to 
assure convention success. Top- 
fidelity public address systems 
augment the perfect acoustics... 
complete banquet facilities... 
smaller rooms for the smaller 
meetings. 
And here's some extras: the 
Ritz is the nearest hotel to the 
famed Atlantic City Auditorium 
it’s the home of the wonderful 
Merry-Go-Round Room for fun 
and relaxation... all Ritz rooms 
have ocean view— 
no “inside” rooms! 


Write, or phone 

Atlantic City 4-305! 
MICHAEL T. McGARRY 
V.P & General Monager 


oT I 
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a salesmen distribute them for people 


they cannot reach directly, you will 


q have added another big “plus” to the Dring, ne Comeepal, 


id effectiveness of your booth. 


Remember that the man who comes TA Et fe Ca ‘ le... 
to the ticket i 


show W“ ith your in his 

por ket is not likely to go away W ith Capturing the spell of the tropics, the spirit of the past, present 
out stopping at your exhibit. You may and future of all the Americas! The Magnificent new $17,000,000 
never be able to reach him at his AMERICANA offers 475 air-conditioned rooms —inciuding 40 executive suites 
office, but he will come to your booth an amazing flexibility in meeting rooms, a 385-booth exhibit hall, and 
if you invite him. 10 acres of diversions, gardens, and private beach all within minutes of 

All this takes planning, ot course exciting Miami Beach! PLUS— 3,000 deluxe rooms in 6 adjacent luxury hotels 
but it frequently represents the dif — 


terence between a smash hit and an 
indifferent undertaking. You buy 
your space at least a year before a 


merica na 


THE HOTEL F THE AMERICAE 


show takes place. You order ele 
tricity hotel suites, booth back 
grounds and furniture months in ad 
vance. Shouldn’t the same amount of 
planning go into the promotion ot 
your audience? 

Industrial show business, like any 
other form of show business, requires 
idvance excitement You owe it fo 
your booth you owe it to your prod 
uct, and you owe it to your own pro 
fessional reputation with your com 
pany to give your exhibit every chance 
ror success 

As my last point I want to touch 
on one more publi relations aspect 

All of us know that one of the 
great distinguishing aspects of an in 


dustrial exposition from other forms 
of selling is that the customer comes 
to you, instead of your calling on the CONVENTION MANAGERS! YOU'LL FIND 
customer. 

Now this holds true not only of 
customers, but also of editors. For 
most of the year, your company has 
to go to editors if it wants its stories 
reported. At a show, all important 


editors are coming to you. Do you 


AT THE 


| : . INCOMPARABLE 
take advantage of this great oppor 


tunity? Do officials of your company 


use it to get better acquainted with | 
editors? Do some of your engineers | wf St UO 
talk ; about the 5 OU7t LZ Ve Le 


to editors possibilities 


of tuture stories ? BRETTON Woonds SITE OF THE WORLD 
FAMED INTERNA 
Does your company even take the NEW HAMPSHIRE TIONAL MONETARY 


trouble to supply editors with news CONFERENCE 


releases about the exhibit ? 
Welcome to a world where every 


service you can possibly foresee has 
been anticipated and prepared for 
you in advance. We pride ourselves 
take advantage of public relations op in offering you the most attentive 
portunities of an exhibit; it is par- | convention staff in the business . . . MORE FACILITIES 

ticularly amazing because it would and such Coates on GOLF * RIDING * TENNIS 


If your answer is “Yes” to any of 
these, your company is the exception 
Beyond all question, this is one of the 


most amazing aspects of the failure to 


cost so little to do the job right. @ 1000 capacity Grand Ballroom SWIMMING * HIKING * FISHING 
At the Production Engineering ® Dining accommodations for 800 

Show, which ran in conjunction with © 10 large size meeting rooms 

the Mac hine ‘I ool Show wher a the e Internationally 


tte . > _ pe WRITE including dancing 
attendance topped 100,000 whe re famous cuisine TODAY! to 2 orchestras in our new 


COLONEL RICHARD B. FREDEY cocktail lounges! 
Managing Direct 


MOUNT WASHINGTON HOTEL, BRETTON WOODS, N.H 


hundreds of editors attended, and 


from which hundreds of stories were 
written, there were less than half 


dozen representatives of public rela 


CONVENTION SEASON: MAY to OCTOBER 


tions departments present at the show. 
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picture 
your Write or wire today 


for the free 
group ees full-color brochure 

that tells you 

in words and pictures 

why 7o% of all groups 

return to the 

Hollywood Beach Hotel 

why many 

organizations meet 

here again year 

after year 

after year. 


Address me personally 
JOHN F MONAHAN 
General Sales Manager 
or telephone 
HOLLYWOOO 2.4551 
WEW YORK MU 6 6667 
CHICAGO Su 7.1563 
JOHN W TYLER 


AND COUNTRY CLUS 
shal General Manager 


1w " we fA nm 


WHY SKYTOP? > 


For executive 

mectings and top 

management groups 

Skytop Club, in the 

nearby Pocono 

Mountains, is the 

undisputed leader. 

This scenic 5500 

acre estate provides 

complete isolation ; 

and every physical «asthe 
attribute for group -_ 
meetings—10 to 300. 


W® Private club atmosphere, dis- % Outstanding cuisine — private din- 
tinguished service ing rooms 


W% Easily accessible (only 100 mi. from x Super’ facilities tor roteuation and 
N. Y. ond Phila.) recreation, including 18 hole cham- 
pionship golf course 
Excellent meeting rooms, equipped % Beautifully appointed accommode- 
with all professional requirements tions 


Write for Conference Booklet and complete details 


SKYTOP CLUB High in the Poconos 
BOX 30, SKYTOP, PENNA. «© Wm. W Malleson, Jr., Gen. Mer. 


QO we To Ty, Hee ome wee ns i 
vimenm f nT on, ” 
~~. =e oe i vee 2" - 
. . 
International Amphitheatre 
Home of the Chicago National Automobile Show—Chicago National Boat Show—Chicago 
International Sports and Outdoor Exposition—international Live Stock Exposition—international 
Kennel Club Dog Show—International Dairy Show and Rodeo—The Chicago Home of the National 
Metal Exposition—Iinternational Heating and Ventilating Exposition, Democratic National Con 
vention, National Packaging Exposition, Materials Handling Exposition, National Machine Tool 
Builders’ Show, Road Builders Show and other leading Expositions 
585,000 Sq. Ft. Exhibit Space after Jan. 1, 1957 + Individual Halls 4,000 to 180,000 Sq. Ft. 
ARENA Seats 12,000 and is Air Conditioned Many Smaller Meeting Rooms 
New Public Address System Parking for 4,000 Cars 15 Minutes from Loop Hotels 
Adjoining Stock Yard Inn and the Saddle & Sirloin Club 
also available for your meetings and banquets 


International Amphitheatre 42nd & Halsted, Chicago 9, lil. 


On one occasion, | was escorting a 
Wall Street Journal reporter around 
the show and stopped at a large and 
important exhibit conducted by one 
of the largest corporations in the 
country. We spent 15 minutes trying 
to get somebody who would be willing 
vo talk for publication about a prod 
uct being shown in the booth. Afte1 
we succeeded in getting such a man, 
the Wall Street Journal reporter 
asked for a piece of literature. ‘he 
company, however, had adopted a 
policy that all literature would be 
mailed back to the office of the visitor 
and the only copy which could be 
found was nailed very beautifully 
but securely—to the booth back 
ground. "The company official, of 
course, offered to have a copy mailed 
that night, but what good would that 
do a reporter who had to have his 
story in print before morning? 

‘That was no small company, as | 
said. Its public relations department 
has hundreds of employes. But no 
body was thinking in terms of taking 
advantage of the public relations op 
portunities in the booth. 

If you think this is an isolated ex 
ample, you are mistaken. On the con 
trary, the presence of a public rela 
tions representative at a show is so 
rare, that we sometimes shower him 
with opportunities for stories. If a 
television producer calls us for a 
guest, we give the spot to him. If a 
feature writer from the wire service 
wants a story, we call upon the man 
who is near at hand. If a business 
magazine needs pictures, we call upon 
the nearest public relations man. A 
show where five of them are present 
is rare, indeed. 

Even if you cannot arrange tor 
someone from your public relations 
department or agency to be present 
some arrangements ought to be made 
for a spokesman in the booth. If that 
spokesman is busy, or off the floor, 
someone else ought to be available. 
An editor has only a few hours to 
cover hundreds of exhibits. If your 
man is busy, he will go elsewhere, and 
your opportunity is lost. 

Remember this: For every visitor 
who comes to the show, there are 
dozens of others who cannot make it 
When you reach those prospects 
through the press, you are getting a 
huge “plus” value from your exhibit. 

A competent publicist can make the 
rounds of all newspapers and wire 
service offices in advance of the show. 
He can plant pictures and stories 
which will circulate all over the 
world. He can make friends of the 
press for your company. He belongs 
at the show. 

For the company which has no pub 
lic relations department or agency, 
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"New" 


STANLEY RESORT 


ESTES PARK, COLORADO 
CONVENTION FACILITIES 


Casino Auditorium: 42 x 66 plus balcony and 
theatrical stage, 15 x 24. Seats 500 

Maxwell Room: 65 x 80. Banquet and dining 
facilities for 450. PA system, stage, service bar 


OTHER SPECIAL ROOMS INCLUDE 


Music Room: 40 x 40. Seats |40 

Pinon Room: 40 x 27. Seats |40 

Roundup Room: {7 x 40. Seats |00 
Manor West Lounge: 32 x 32. Seats 140 
Manor East Lounge: 32 « 32. Seats |40 
Ranch Room: 32 x 25. Seats 100 


“Extras” Included in American Plan 


Square dancing . chuck wagon dinners 

ladies luncheons pool swimming 

nightly entertainment and dancing admis- 

sion to world famous Lariat Lounge croquet 
. horseshoes . putting . tennis . 

children's playground with supervision ping 

pong billiards bingo card games 
fashion shows 


Horseback riding, tours of National Park, golf 
boating and fishing available at reasonable rates 


Estes Park ‘Phone 23 
Chicago ‘Phone MOhawk 4-5100 


Teletype No. CG-1264 


Ideal for groups of 
limited size 
(Up to 150) 


who desire a comfortably in- 
formal atmosphere and a wide 
variety of recreation, including 
salt and fresh water fishing, 
available on the grounds... 
not just “nearby.” Food fit for 
Kings and with everything in- 
cluded in one low rate. Open 
the year around. Color folder 


and full details on request. 


abit of the old west inthe deep south! 


“700 acre vacationland™, 18 
hole golf course. heated 
pool. full program of dude 
ranch fun. Wonderful meals 
and planned entertainment 
all included in rates 
starting at $11. 
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there is always the press release to 
describe its products and services. Of 
receive, at least half are 
written without any knowledge of the 
requirements of 


those we 


publications, and 
some are not even grammatically cor 
rect. 

Perhaps the sorriest aspect of con 
ducting the public relations for a 
show as a whole is to find an exhibitor 
with a really good story to tell who 
explains that he was “too busy” to 
prepare a news release. Next to him 
stands the exhibitor—also with a good 
story—who has written it so poorly 
that its news value is hidden. 

Good, pithy news releases, and at 
tractive pictures are easy and inexpen 
sive to produce. All the editor wants 
is a concise, clear account which he 
can read at a glance and someone to 
speak to if he has questions Phat 
should not be difficult 


Positive Side 


On the positive side, there is the 
exhibitor who is an instinctive show 
man. His space advertisements point 
to the show and headline its appeal. 
His salesmen and dealers have been 
distributing tickets for weeks in ad 
vance of the show. He has published 
a special issue of his internal maga 
zine to point up the importance of his 
exhibit. His public relations man has 
seen to it that news releases went out 
to all publications well 
ahead of their deadlines so they can 


interested 


publish advance stories about his par 
‘| he publici t has 


made the rounds of city desks, fea 


ticular produc ts. 


ture desks, business news desks and 
photo desks of daily ne wspapers He 


is on hand to greet reporters, radio 


teley ision camera 


interviewers and 
men. An official of the company is on 
booth big 


enough: to permit demonstrations of 


hand, in an uncrowded 
the product, to answer all questions. 
Personnel of the booth has been 
trained to greet each visitor in a 
manner which will make a pleasing 
and lasting impression. 


Usually you will find a few such 
booths at every show. You can spot 
them because the booths are crowded 
most of the time, and because dail 
newspapers are reporting on their ac 
tivity, that television cameras are 
grinding away, and that, months later 
stories about the company and its e» 


hibit are still being published. 

[ sually too you will not find 
such a company’s sales or advertising 
manager complaining that the cost of 
exhibiting is going too h gh. He is 


getting his money's worth. 


The End 


Are your conventions 
"at home" leaving 
your sales force cold? 


It takes no more time 
or money to have an 
overseas convention 
by alr... Ane, 
for full information write 


Pan American, P.O. Box 1790 
New York 17, N.Y 


PAN AMERCCAN 


World's Most 
Experienced Airline 


or 


personalized 
exhibits 


Messmore & pamon 


That “something extra” in 


our finished product reflects a 
client attitude which, in almost 
four decades of exhibit design 
and construction has brought to 
and kept with our firm a long 
and distinguished list of satis- 


fied customers. 
We build to help you sell 


May we fill this role for you? 


Pee CCC CCC CCC CC CCC CCC Vee eeUUuuuuuuewwewewwww* 


Messmore and Damon 
1461 Park Avenue 
New York, New York 


OE OOOO 


"~wuwwwweeeeeeereeeeeeeeee* 


» 


~ 


ON SHORES of Lake Meade, General Electric sets up entertainment site for a night's festivities. 


G-E Takes No Chances with Las Vegas Trip 


of Creneral electric 

tioning Department FF 

ras meeting was no gamble. Care 
il} planning and dealer education 
ipitalized on the glamor and excite 
thr entertainment apit il 
rambling problem 
ral concern of any company 
consider i site where gambling 
tilable | that One fledgling 
1 el e ho ild a 


ever find hin 


water ilter a ale 


more inclined to blame 


r than himself 
nomind Cy | In coopera 
La Vegas Chamber of 


hotel et up a 


R 
Soon 


tem ol voluntary limitations on 
amount dealers would spend. Each of 
the more than 800 dealers and distri 
butors were instructed to bring all 
the money they wanted to spend in 
travelers checks, money orders or cet 
tified checks. If anyone planned to 
cash his personal checks at Las Vegas 
he had to establish credit in advance 

Dealers filled out credit slips indi 
cating amount they thought they'd 
need—in effect limiting themselves 
Full cooperation oft the hotels made 
the plan feasible. No one could cash 
t check beyond his credit limit, no 
vouched tor him. Rules 
extended to G-l 


matter who 
oficials and pet 


onnel too 


I’nroute to Las Vegas, dealers were 
given a pamphlet, “How to Gamble 
Sensibly.”” Pamphlets, supplied by Las 
Vegas Chamber of Commerce, pointed 
out that the 
eventually and. oftered tips on gam 


house always wins 
bling without pain. 

More than 800 dealers and distri 
butors descended on Las Vegas tor 
General Electric’s “Sales Preview’ 
of 1957 room air-conditioner units. 
lab for the three-day meeting was 
shared by G-E’s Room Air-Condition 
ing Department, Appliance and ‘Tele 
vision Receiver Division, and its dis 
tributors. 

Dealers, 


planes, 


embarking from — the 
were greeted by the Junior 


INDIANS dance as part of 
vast entertainment program 
for dealers who sit in 
bleachers, Starting from 
desert, G-E imported all 
equipment to put on huge 
stage review, Western style. 
Props include old covered 
wagons rented from Holly 
wood studio to provide at 
mosphere at the site, 30 
miles from Las Vegas where 
dealers were housed. 
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WESTERN-STYLE GREETINGS 


were 


in Las Vegas 


arrived 


Chamber of Commerce, dressed in 


full 


six-guns and 


complete witl 
artridges. After 


dealer ‘ 


cowboy regal 1 
blank 
‘real wild west greetings, 


their 
a table piled high 


were invited to choose own 


Tron 


traditional 


western hat 
with the headgear otf the 
West. 

Mien were housed at 


| | Ran ho Vegas | h 


icra all on the 


four hotels 
inderbird, Sa 
hara and Riy Strip 
and within walking distance of each 
other. Opec ial baggage tags, issued in 


to pie k up 


baggage at the airport and transport 


id ance enabled hotels 


it to the dealers’ root! while dealers 
slacking their thirst at 
bar on the airfield. Ad 


tion forms, filled out on the plane by 


hotel 


were an open 


aice registra 
dealers and presented at the 


speeded registration 


PRODUCT PRESENTATION was staged by Music Corp. of 


Here model shows how to change panel colors 


America. 
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offered G-E dealers as 


Music and gunfire were part of welcome 


they 


received a 


leach 
tickets 
cocktails and all special events 
lickets were different color for each 
day. While providing G-F and th 
hotels check on cost 


tickets also enabled dealers to eat at 


pac ket 


transportation, din 


guest 
covering 


ners, 


with a handy 
any ot the different restaurants in hi 
own hotel, Late sleepers were able to 
eat at their leisure. 

First organized activity was a re 
held at the ‘Thunder 


bird swimming pool, After the recep 
lasted an 


ception party 


which hour guests 
divided ()ne 


group mo ed to the Riviera for din 


tion 


were into two groups. 


ner and the other was transterred to 


the Sahara. 


(;uests were on their own after 


dinner, to visit gaming tables or te 


take in shows on the Strip. B pe 


BARBECUED STEER was 


roasting a day 


part 
Mea! 


before 


* “ 


HATS AND NECKERCHIEFS were piled high in the airport building 


so that dealers could get into the proper spirit as soon as possible 


ial arrangement, hotels charged all 


(j-k guests a flat 


é 


rate of SI tor each 
drink, omitting cover or minimun 
Dealers up bright and early for a 
breakfast, were transported to 
Las Vega High School Auditorium 
(C5-] eryou present, ) 
Large sales 
featured 


report ey 

dramatic 

electric 
staft 


( orporation. ot 


presentation 
CGreneral executive 
ind a_ professional Show wa 
produced by NIu it 
America, under direction of Ir in | 

Brabec, MCA _ vice-president 
Worth noting was the prote onal 
turned in’ by the high 


all the 


equipment nthe 


performance 
chool teenagers who operated 
and audio 
multi-million-dollar auditoriun 
chool building equipped lor con 
ds, rivals tacilities offered 


| olitan theater 


isual 
new 
lhe 


ention 


desert Steer T 


Hote 


dinner on the 


of the big 


was prer ared served by Thunderbird 


Throughout the western United 
States—and in British Columbia 
and Hawaii as well Western 
Hotels offer perfect facilities for 
conventions sales meetings, and 


group gatherings ot any size, 


From Denver to Honolulu— 
from Vancouver, B.C., to Los 
Angeles—each Western Hotel 
provides meeting rooms, food 
and beverage service, and living 
accommodations of the highest 
calibre. So practical—so con- 
venient—it’s a pleasure to con- 
duct business where all your 


needs are agreeably considered! 


The opening of the fabulous Long 
House convention hall at the Ha 
waiian Village has added a new, 
glamorous-but-practical aspect of 
conventioneering. For in this 18-acre 
tropical paradise on Waikiki’s finest 
beach, convention and living accom- 
modations—in beautiful Hawaii— 


are only a flight away 


Further information may be ob- 
tained by contacting the man- 
ager of any of these fine Western 
Hotels. 


WESTERN 
HOTELS 


Vancouver, B. C.: 
Seattle: Benjamin Franklin,Olympic, 
Roosevelt-—Spokane: Davenport 


Georgia 


Tacoma: Winthrop—Bellingham: 
Leopold Wenatchee: Cascadian 
Portland: Benson, Multnomah 
San Francisco: St. Francis, Sic 
Francis Drake, Maurice—Los An- 
geles: Mayfar—Palm Springs: 
Oasis— Denver: Cosmopolitan 
Salt Lake City: Newhouse—Boise: 
Boise, Owyhee—Pocatello: Bannock 

Butte: Finlen—Billings: North 
ern—Great Falls: Rainbow—Hon- 
olulu: Hawauan Village 


ed 


With these words, G-E tells 
its Las Vegas-bound dealers . . . 


HOW TO GAMBLE SENSIBLY 


First you must get a strong grip on yourself and defeat the 
inner voice. You can’t beat Aristotle, but you might—just 
might—trick the old boy. You can control the psychology 
that is working against you. 


Decide the maximum amount you will lose and stick to 
it! If you violate this rule, nothing can help you except Fort 
Knox. It’s better to divide your amount by days so that you 
can’t lose your maximum for the whole visit the first day 
and have to wrestle psychology for the rest of your visit. 


Now, here’s the hard part, decide the maximum you will 
win and stick to it; this prevents your becoming a jazzy 
chazz.* If you follow these two rules, you’re well on your 
way to having fun without pain. 


When you're ready to play, watch the game for a while. 
Games run hot and cold—that is, for short stretches the 
house will win or lose fairly steadily (naturally winning more 
than it loses)—try to sit in a game on a “cold” dealer or 
croupier, when he turns “hot” go to another table. 


Your wins and losses will follow unpredictable cycles. Do 
not double when you lose—double when you win. Your 
possibility of winning twice in a row is greater than winning 
after a loss. 


Set a maximum you will lose on each table. When you 
lose it, go to another table. If you get ahead, put aside some 
pre-decided portion of your winnings, and if you get down 
to that, quit the table and go to another. This process will 
limit your loss on each table and, if you hit a streak of luck, 
will let you get away from the table ahead of the game 
(maybe, perhaps, could be, could not be). 


Above all else, if you catch yourself making a bet and think- 
ing of the things you could buy with the amount of the bet, 
QUIT! Never let the amount you are betting become large 
enough to be important to you! 


Nothing or no one can give you a system for winning; but 
if you follow these simple rules, you can control your losses 
and enjoy your visit. 


*GLOSSARY 


CINCH Gambling as viewed by the owner of any gambling device 

CON Io persuade forcibly and against good judgment. 

rout Noun: Person who gives gambling advice in return for 
money or bet placed in his name. Verb; (to tout) To 
persuade by questionable but exciting logic 

SHILI Employe of house who poses as customer to keep table 
from emptying 

IAZZY CHAZZ \ term of contempt describing a winner who is trying 
to get rich. Recognizable by a glazed look in the eyes 
ind typified by heavy and ostentatious betting and/or 
spending 

PIGEON A term of contempt used to describe a loser who is trying 

get even by increasing his bets. (Example: Starting 

with a $25 bet and doubling to get even, six losses will 

put you $1,575 in the hole—10 losses, $25,575 

PIT BOSS Foreman of dealers; can be observed lurking 


ground, smiling 
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\ radu to one executive, the 
show set back about $4,000 a 
minute and it was 90 minutes long 

hefty $360,000. 

Show was over at y Ae PM and 
dealers were ye back to their 
hotels a buffet lunch. After lunch 
dealers Seda ip into about 40 small 


+ 


rroups to meet with their individual 
distributors. ‘This was the payoff 
meeting for distributors—where deal 
ers placed their orders for the 1957 
line of 


r conditionet 


1 
Monday evening was a repeat of 


Sunday with two groups « hanging ho 

tels for dinner. After dinner dealers 
were tree for a night on the town. 

Puesday morning was left free for 

shopping and sightseeing. Buses picked 

dealers at 3 PM a tour ot 

Dam and Boulder City. Deal 

s wore thei Wi tern togs, in readi 
ness for the barbeque and show sched 
uled that ¢ ening on the banks of 
Lake Mead 

G-F spared no « xpense to create the 
itmosphere of the old West for their 
“Room Air Conditioner | | Dorado 
Western Round-up Can p.”’ Western 
town at the Last Frontier Hotel was 
turned down in favor of the wide 
open spaces. Gsrandstands were rented 
trom San Bernardino and covered 
wagons were in ported trom a Holly 
wood movie studio 

R. F. Smith , convention spe 
ialist, scouted around and came up 
with a band of Hopi Indians who 
performed _ theit eremonial wat 
dance. 

‘Thunderbird Hotel, entrusted with 
the catering, did a bang up job, deal 
ers report \ steer, weighing over 
800 Ibs. was barbequed over an open 

Chets started cooking it the day 

Mountains of potato salad 

ier trimmings adorned nearby 

Hearty appetite nd good food 

idded up to a headache for the meet 

ng planners—dealers finished eating 
before the show arrived 

Western show started at sunset, but 
not without difficulties. Dancing cow 

(imported from Las Vegas night 
while the show was 

progress rick horse refused 
tricks when he found himself 
rickety rm tar from the 


Indian wat eremony 

round of old-fashioned square 
topped oft the entertainment. 
comment \v mixed. Some 

their 

about 

the 

1 the 

an va New 
” Hotel bo complete West 


town on 
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Dy £ A F 
El Embajador PER 
CIUDAD TRUJILLO - DOMINICAN REPUBLIC 


E] Embajador, with its affiliated and neighboring Hotels 
Jaragua and Paz, offer over 800 luxury rooms and excellent 
meeting space for conventions, post-convention trips, sales 
incentive groups, etc. For detailed information contact our 
office or Utell International in New York, Chicago or Miami. 
* 310 air-conditioned rooms * All with private terraces * ‘‘Free form"’ 
swimming pool * 18-hole championship golf course (under constr.) 
* Famous Embassy Club—dancing and entertainment * Fabulous Casino 
* Food supervised by N. Y. Ambassador chefs * Tennis, polo, aquatic sports 


Only 6 hours from New York by direct flight 


Other Dominican hotels under the direction of 
AMBASSADOR INTERNATIONAL 


HOTEL aragua HOTEL PH/ 


For reservations SEE YOUR TRAVEL AGENT or 
Utell International, 160 Central Park South, N. Y., PLaza 7-298) 


BELLEAIR, FLORIDA 


More than the extensive convention facilities and ideal physical 
layout, it’s the friendly spirit and old-fashioned hospitality that 
attract so many groups and conventions to the Belleview-Biltmore. 
Cheerful, efficient service from the moment you step across the 
threshold. Accommodations for groups up to 600. 27 holes of cham 
pionship golf on the grounds. Complete Resort Facilities. 


Groups from the following companies were recemtly entertained at The Belleview 
Esso Standard Oil, Travelers Insurance Company, Security Mutual Life, Wirebound 
Box Manufacturers, Aetna Life, Northwestern Mutual Life, Metr: ypolitan Life, 
U. S. Independent Telephone Association, Scientific Apparatus Makers Association 
National Association of Architectural Metal Manufacturers, American Institute of 
Accountants 


DON CHURCH, Manager 


leople MAKE CONVENTIONS GREAT 


The right people, produce meetings wherein ideas emerge to advance a 
business, industry or profession. Imaginative planning, adequate facilities 
and competent management create the atmosphere and provide the 
services and facilities every great convention needs. 
and speaking of people .. 
know-how makes conventions and meetings held here a credit to their sponsors. 
FRAN CRANE JIM CARROLL 


General Sales Manager 
4 ; The Di Lido’s General Man 


ager knows how to provide 


. the Di Lido’s Management-Sales team's years of experience and 


over 10 years wit 
of Miami Beach Convention 


tion Repre 


the City 


the necessities and create 
expert at the atmosphere essential to 


vent a successful meeting 


YOU HAVE THE RIGHT COMBINATION AND 
FACILITIES FOR A GREAT CONVENTION 


Located at the Convention Crossroads of the World, the 
Di Lido offers the finest facilities available anywhere: 


THE HOTEL 


+ Completely Air Conditioned + 330 Rooms + 1000-seat Ballroom- 

five Meeting Rooms + 100-seat TV 

Theatre for small meetings + complete Recreational Facilities 
* two Pools + Beach + Cabana Colony + Supper Club + Coffee 
Shop + Dining Room + two Cocktail Lounges. 


Meeting-Banquet Room - 


Wire, call or write for complete detailed information. 


ON THE OCEAN AT LINCOLN ROAD @ MIAMI BEACH 


FOR YOUR CONVENTION 


Tso Come to Coronado a 


THE WEST'S GREATEST CONVENTION RESORT a nt 
All convention activities under one root © Groups op te 000 © Americas Pies t 
with plenty to do for relaxation Swim Ample Meeting 4 
in pool or sea dar ng. golt tennis 
t ld Mex only hour 
away feat sing Jai Alai and racing 
We'll help you make your next convention the best yet! 
H. B. KLINGENSMITh GETHIN D. WILLIAMS 
Managing Director Convention Mgr. 


_ Hotel det ¢ ‘ORONADO 


Coronado, Southern California 


q : tn 
The Famous All-Year Resort 
Across the Bay from San Diego 


sae ea . a — 


- SOUTH CAROLINA’S MOST POPULAR HOTEL 
FOR SALES MEETINGS AND CONVENTIONS 


Charleston's Only Waterfront Hotel 


Completely Air Conditioned 
SUPERIOR FACILITIES FOR MEETINGS 


GROUP DISCUSSIONS & ENTERTAINMENT 


Van Allen Bealer, Manager 
At The Foot Of King Street 


CHARLESTON, SOUTH CAROLINA 


ferred a shorter show. “By the time 
we get back to town, it'll be time to 
go to bed,’ commented one dealer. 

After brunch on Wednesday deal 
ers started home with all schedules 
arranged by G-E. 

‘The Las Vegas marks 
largest dealer confab held to date 
by the Room-Air Conditioning Dept. 
250 people at its 


meeting 


‘The department had 
meeting in Havana two years ago, 500 
last year, also in Havana, and 800 at 
its Las Vegas site 
(5-E officials are enthusiastic over 
results of their 1957 
Paul M. Augenstein, 
Room Air 


ment, “We need good hotel accommo 


meeting. Says 
general man 
Conditioner Depart 


dations so that our people will not 
be too scattered; we need meeting 
places for both large sessions and 
many small, informal distributor 
deealer meetings; we need good din 
ing: Tac ilities and we need a variety of 
entertainment, We also look for a 
place which has enough glamor in it 
self to make the trip attractive. Las 
Vegas provides all these things.” 

I;ven the 


all conditioner meeting 


climate was right for an 
reports Aug 
enstein fair and hy 

\ugenstein apparently echoes the 
enthusiasm of many distributors. 
Quite a few were overheard planning 
to bring their own groups to Las 
Vegas for the 1957 


distributor meet 


The End 


Dates and Places 
For Sales Confabs 


Cc | 
sales Cxecu 


57th St., New 


JANUARY 


8 Toronto, Sales Management Con 


ference 


FEBRUARY 

21 San Diego, Annual Sales Rally 
25 Pittsburgh, Sales Rally 

26 Washington, Sales Rally 

26 Erie, Teleclinic Rally 
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“ABAKER hotel, Dallas, Texas 


Dallas’ finest convention hotel, the BAKER... 

800 attractive guest rooms, completely air con- 
ditioned, 11 beautiful meeting rooms all on one 
floor, ample exhibit space and capable convention 
staff. In the heart of downtown Dallas. 


AFFILIATED NATIONAL HOTELS 


NEW MEXICO 
wom Cove 
SOUTH CABOUNA 
MOTE WADE HAMPTON 


A 


Miami Beach’s newest and _ luxurious hotel offers the 


‘10 MILLION DOLLAR“ CONVENTION PLAN 


with group meeting facilities you'll enjoy only at the Seville 


*Yes, the magnificent NEW Seville (completed Grand Ballroom with no view-obstructing columns 
January, 1956) cost 10 million dollars to construct, . , 
furnish and equip... All to give your group seating 2,000 at meetings, 1,500 at banquets 
unsurpassed facilities for fun, comfort and a . s 
pati t  ye rn Five other meeting rooms for groups of 50 to 500 
20,000 square feet of exhibit area 
Color circuit TV facilities 
* Tremendous pool and cabana play area 
for outdoor fun and meetings 
* Complete inventory of equipment 


FREE 21" TV & RADIO IN EVERY ROOM 
2 POOLS « 500 FT. OF PRIVATE SANDY BEACH 
GOLF DRIVING RANGE 
100% AIR CONDITIONED 


“Robbie” ROBINSON, Exec. V.P. & Gen'l Mgr 
MORTON F. FISK, President 


For complete information 


OCEANFRONT at 30th STREET, " | xy WRITE BEN GOULD, 


W THE HEART OF EXCITING MIAMI BEACH 


cor Sie a = 7% Pes > a : aEae 4 Ere» bh A oi , bsg 
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Why not this 


paradise isle 
for your 


Convention? 


Get away from distracting big-city 
hustle-bustle: Plan your next con 
vention at Grand Bahama Club! 

Grand Bahama Club on a serene 
tyopice | le i just Oo miles east of 
Palm Beach (a few minutes by 
daily scheduled flights from Miami 
ind West Palm Beach), yet is an 
intriguing foreign world with love 
ly beaches, erystal-clear sea, and 
the world’s finest big-game fishing 

Grand Bahama Club offers com- 
ple te convention facilities for 300 
Naturally, this includes auditor 
mum meeting rooms, offices, and 
PA system After hours, Grand 
Bahama offers all resort activities 
including giant pool 

No pa port needed, no red tape 
And rate are unbelievably low 


For complete information 
urite, wire, oF phone 


GRAND BAHAMA CLUB 


Reservations Office: Security Building 
117 WE. Ist Avenue + Miami, Florida 
Phone: FRanklin 9-1832 


Booth Personnel 
Pouring Your Money 
Down the Drain? 


Check of salesmen who manned exhibits at National Busi- 
ness Show reveals shocking lack of salesmanship. Show 
management has study made to goad exhibitors into train- 


ing program; uses NSE award as incentive to salesmen. 


BY JOHN T. FOSDICK © Research Editor 


Many exhibitors hire top talent to 
design their exhibits. “They use a va- 
riety of techniques to get attention 
and attract the eye. They fill their 
displays with the newest equipment or 
materials — all attractively arranged. 
Special literature is prepared. A big 
investment is made in travel and hotel 
accommodations for the exhibit staff. 
And often—too often—it’s all wasted ! 

Does this sound odd? It sounds 
strange and it is strange that there is 
so much waste because of one factor: 
personnel. 

Rudolph Lang, managing director, 
National Business Show, has been 
aware of the shortcomings of booth 
personnel. And, although it is more 
properly the responsibility of individ 
ual exhibitors who spend more than 
$2 million to ‘open’ the show, he 
decided to do something about it. 

That is why the 1956 Business 
Show joined with National Sales 
I-xecutives, Inc., and Sales Executives 
Club of New York to become the 


| /) 


& 
FOR MEN VISITORS booth personnel didn't 


even take cigarettes from their mouths. 


Le 


GALS GOT ATTENTION from salesmen al- 


though men represent most buying power. 


first show to make an organized effort 
to motivate and raise the level of sales- 
manship of all booth personnel. 

A Distinguished Salesman Award 
was offered to exhibitor salesmen. 
John ‘T. Fosdick Associates, research 
organization, New York City, was 
retained to “shop” the show continu- 
ously to check on the salesmanship of 
booth personnel. In addition to the 
award, the best salesman at the show 
was offered an all-expense-paid trip 
for two to Nassau. 

This award and prize program for 
exhibit salesmanship was publicized 
long in advance and during the Na- 
tional Business Show. Criteria for 
judging salesmanship were announced 
long before the show opened, and 
again in a flyer prepared by the Fos- 
dick organization midway through 
the show. These factors were evalu- 
ated: 

1. Appearance 

2. Alertness 

3. Approach (including notice of 
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Here is tradition. | He 
is the nerve conte of 
nation, and of 


Desa, 


i 
“4 af 
‘ 


only in 


Washington, D. C. 


the nation s:leading Convention City... 
& ,: 


The D.C. Armory 


for conventions, trade association shows, 
industrial and commercial exhibits. 

Largest exhibit space in the nation’s capital, the 
D. C. Armory has 76,000 sq. ft. of unobstructed 
floor space—all on one floor. An additional 65,000 
sq. ft. on lower floor available on request. 

In addition to its convenient location, it offers 
complete convention and exhibit facilities, plus 
many other features. 


for information write Arthur J. Bergman, Manager 


NATIONAL GUARD 
ARMORY 


2001 East Capitol Street, Washington 3, D. ¢ 
Lincoln 7-9077 
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| what has caught the shopper’s eye, 
PROFITABLE | and introduction of salesman) 
READING! ” y | 4. Sales presentation (including in- 


quiry as to what was now used; dem- 
onstration of user benefits; answer to 
tough competitive question ) 


a 

5. Follow through (including of- 
fering of literature pertaining to equip- 
ment discussed, and effort to secure 
shopper’s name and make appoint- 
ment for office demonstration ) 

What was the result of this study? 
Frankly, we were appalled at the 
poor caliber of salesmanship presented 
by more than half of the men and 
women sales personnel. 


campaigns 


ideas 
FISHBURN 
i. 


Productions 


One shopper, a retired sales man- 
ager of a national automobile com- 
pany, states that he wouldn’t hire 
two-thirds of the men with whom he 
spoke, even at $100 a month. 


DEarborn 2-0657 


What faults did salesmen in ex- 
hibits commit to stimulate this reac- 
tion from a seasoned sales executive? 


333 N. Michigan Ave., Chicago 1, 


ALAN M. 


Here are some of the more common 
failings with the proportion of booth 
personnel examined on just one day 
of the study: 


We write, stage and produce meetings, trade shows 
Consult us prior to your next meeting or convention 


and business personality with impact and effectiveness. 
Let us show you how our personalized showmanship can 


and conventions which communicate 


produce greater results for you 


1. Chewing gum: Believe it or not, 
over 10% of booth personnel con 
tacted were chewing gum. 


d clients are 


2. Smoking: Not everyone does, yet 
20% of sales personnel contacted had 
cigarettes in their mouths, and they 
failed to put them down when talking 
with the “prospect,’’ Many added in 
jury to insult by blowing smoke in 
the shopper’s face. 


sarsne 


3. Not standing: In more than 11% 
of exhibits visited there were one or 
more sales people not then talking to 
prospects who remained sitting and 
failed to approach our shopper—ever 
after he walked around the booth han- 
dling equipment and picking up litera 
ture. Each shopper remained in a 


6 
E 
vw 
c 
1°) 
M4 
° 
E 


booth long enough to allow any of the 


it's no secret. . 


salesmen to make a contact, and vet, 


using our proven brand of personalized showmanship! 


the 11% figure is the proportion who 


failed to get up and approach a pros 
pect. 


4. Men vs. women: Many salesmen 
showed no interest in visitors unless 


they were pretty girls Men buy as 
a well as women when it comes to office 
equipment and supplies, but the sec 


retary with a good figure got the most 


One of the world’s Great Vacation Resorts ittention 
a PHOENIX, ARIZONA 5. No follow-up: Follow through is 


what makes the sale. But more than 

GOLF AT ADJOINING PARADISE VALLEY CLUB one-third of all sales personnel studied 
NEW CONVENTION ROOM FOR GROUPS ns sg 
failed to try for an appointment in 


the prospect's office. At least one out 
of six didn’t even ask the shopper’s 


A few of the organizations that have met at 
Camelback recently 
tt AB. Dick & Company Ethicon Company Nat'l Ass'n Retail Grocers a me a ’ 
sew ® Gen. Petroleum Co Simpson Logging Co Western Governors’ Cont name ; and ; busine ss connec tion. One 
JOON jonose’ = Gen. Motors Executives Pacific Fire Underwriters Superior Coach Corp out of six failed to offer any literature 


_—_ or point out that literature would be 
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America’s Finest Booths 
FOR YOUR NEXT 
TRADE SHOW 
SALES MEETINGS 
OR EXHIBIT IN 


ATLANTIC CITY 


aes ieee 


MELTL Studios | 


2304 PACIFIC AVE., ATLANTIC CITY, N. J 
Phone 4-3942 


Compiete Show Decorating and 
Display Installation Service 


© DRAPES © FURNITURE © SIGNS 
© BOOTH EQUIPMENT 


The New Air-conditioned 


General 
Oglethorpe 


HOTEL GOLF CLUB COTTAGES 


The new ownership of this fine 
resort has redecorated the entire 
hotel . and two-thirds of all 
guest rooms have been air-condi- 
tioned Air conditioned ballrooms 
& meeting rooms! 18-hole golf 
course on our own grounds, giant 
outdoor pool, boating, fishing, 
tennis, dancing. Attractive con- 
vention rates Write for color 
brochure and information. 


LOYD BUMPAS 
, General Manager 


ects 


ningten Island near historic 


Not All Bad 


While salesmanship at the National 
Business Show was below par for most 
booth personnel, there were some 
notable exceptions. 

John Killoran,  Jr., 


sales, Minnesota Mining and Manu- 


Thermo-Fax 


facturing Co., received a free trip for 
two to Nassau along with the Dis- 
tinguished Salesman Award, Runner- 
up was Walter Brown, Diebold, Inc. 


mailed. An additional 10% handed 
out literature that was handy, but 
which, when analyzed, failed to in- 


clude anything on the problem or | 


equipment discussed. 


6. Introduction: People like to do 
business with someone they know. 
While about half of the people con 
tacted did supply a_ business card 
when they handed out literature, not 
one single sales person introduced 


himself and stated his name. More 


surprising still, only about half of 
the salesmen troubled to wear their 
badges so that you could identify 
them that way. 


Pe Reciprocity: More than half of 
our shoppers used out of New York 
City addresses. In nearly every case 
when the booth attendant learned 
that the visitor was not in his terri- 
tory, he lost interest. A large num 
ber just excused themselves from the 
interview and walked away from the 
shopper with some remark, such as 
“Well, look around and if you have 
any questions, let me know.” 

Actions excusable? Not one bit. 

Shoppers who were hand picked by 
Fosdick executives to handle the as 
signment ranged in age from 30 to 
over 60. All were business men o1 
women who had had experience with 
the types of equipment they discussed 
‘Their questions were intelligent and 
discussion of possible applications 
were sound. Shoppers included some 
retired executives. One had been a 
company president and another i 
former sales manager. 

This situation was so sho« king that 
John Fosdick Associates « reated a 
sales training and checking service 
directed specifically to exhibit booth 
personnel. 

When less than 25% or sales pet 
sonnel who staff booths in a $2 mil 


lion show are doing a half-way job | 


for their companies, something must 
be done. Exhibit budgets are too high 
to have them go down a drain opened 
by inefficient sales personnel. 


b 
4 
Are your conventions 


"at home" putting a 


damper on your salesmen? 


cece & & & e oc 


It takeS no more time 
or money to have an 
overseas convention 
by GiPose EE 
for full information write 


Pan American, P.O. Box 1790, 
New York 17, N.Y 


PAN AME R(ICAN 


World's Most 
Experienced Airline 


IMAGINATION ... 


is the "seasoning" that makes 
a sales meeting as superior to 
run-of-mill meetings as Beef 
Stroganoff is to Mulligan Stew. 
Imagination must permeate 
every ingredient staging, 
sound, lights and action, coffee 
breaks and banquets. Floats 
Inc. imagination has “seasoned” 
many successful West Coast 
meetings . . . and can do the 
same for yours. Write for com- 
plete information today. 


FLOATS, /nc. 


2107 Chico Avenue, El Monte, Calif. 


The End | 700 Montgomery St., San Francisco, Calif. 
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ae” «Author's note: On opposite page are suggestions ae 
° p Off iy to a salesman on how he can get the most out of 
Meetings ay By ta! your sales meetings. But it taks two men to ob- 
: tain maximum sustained results from a meeting. 
. So, Mr. Sales Executive, as the man who runs 
For Your Salesmen aan the meeting, you will benefit when you read 


the article for the salesman first, and 
then plan your meeting to tie in. 


How to Make gare erent NO ReBN ANNE, S 


BY WILLIAM RADOS 


Sales Training Consultant 


W TO SALESMAN YW W HOW SALES MANAGER TIES IN W 


"Dat : Give each man a bigger quota. To earn more he must sell more. 
1. “Raise your sights Salesmen increase their efforts when they have a specific and 


income-wise” realistic target at which to shoot. 


-eature their most important personal selling problems. Build sales 


meatin«e r ing r t : ‘ >] Oo ro $s Os co on k. 
“Come for solutions” OTD SONNE PESeNee Saeeee oe es eer sen 
nesses which might be pre-approach, sales presentation, dealing 


with mpoetition. closir j techr iques, etc. 


" : Motivate your salesmen. Se!| them on job benefits—on product, 
Come with construc mpensation, company aggressiveness and leadership, advertising, 


. . te f 4 
tive attitude ai nge penet t ecurity based on pre duct on, promotion policy, etc. 


Sell the buddy plan: Assign senior salesman to a trainee. Team up 
» salesman with a problem with a man who has licked that problem. 


Ad . 
Buddy-up with - For conventior airs of selected men to room together. 
top salesman 1 trainee classes, assign pairs to prepare sales demonstrations, 


a routing plan, etc. 


“Bring a notebook” Provide notebooks. Don't use pads « 
Sell early arrival as a "swap ideas” session. Promote the idea that 
"Cash in early" whenever tw f your men meet anywhere they should exchange 
nstructive idea 
Feed them meat and potatoes subjects. 
"Listen for helpful A. Te hnique of selling ar plic able to your product. 


B. Practical methods of getting around prospect resistance. 
id te / 
ideas C. How to get out of a slump. 
[ Other how to-seli-more topic 
Sell value of constant search for ideas. 
. Pe | ° i 
"Seek ideas A. Value of ideas in se ing. 
everywhere" B. How to aet idea tre n a r iate ar 1 mar agement. 
How to dream up an idea and apply it. 
Plan on two-way communication. Large meetings: arrange for Q & A 
" pane ritten or oral questions from the floo eak group into 
Get more by writte rom the r, break group 


groups and have group leaders report best ideas 


participating” bac! ntire re-assembled group, etc. Small meetings: schedule 
time for adequate group disci n, 
Sell value of taking notes. 
A Be nerit t é mar 
"Take notes” BH 


( How to use as review and refresher. 


w to take note 


Conduct discussion session on topic. 
' i 1 . 
“Make a new idea A. By audience vote select one or more ideas to be discussed. 
100° your own" ) a nm various men to answer ne or more of the three 


uggeste | quest 


Set up follow-up plan. 
A An idea is usele inless used''—sell this. 
B. Repeat. with example uggesti ns made in articles for sales- 
hd s men. Cite actual « c 
Turn your new idea <~ ae. See acre 8 


lesmen t¢ te similar cases. 


into bigger pay checks" ). Announce and sell follow-up plan. 


Follow-up in person, by mail, bulletins and phe ne calls, 
Distribute reprints of article for salesman and build a meeting 
around it. 
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FOR THE ALERT SALESMAN 


Here's How to 


Cash In on 


Sales Meetings 


BY WILLIAM RADOS « Sales Training Consultant 


Get Set To Cash In 


. Raise your sights income-wise. 

. Come for solutions to problems. 
. Come with constructive attitude. 
. Buddy-up with a top salesman. 

. Bring a notebook. 

. Cash in early. 


During the meeting 


Listen for helpful ideas. 
Seek ideas everywhere. 


Take notes. 


7. 

8. 

9. Get more by participating. 

0. 

1. Make a new idea 100% your own. 


Follow-up Pays Off 


12. Turn your new idea into bigger 
pay checks by repeated use. 


The boss calls a sales meeting. You 
can’t dodge it. Maybe you would 
rather make calls, shoot golf, cut the 
deck, or go fishin’. 

But since you’re hooked why not 
try to turn that sales meeting into an 
opportunity—to start you on the way 
to bigger pay checks. 


Increased Income Is Your Goal 


You have few problems that more 
money won't solve, minimize or sweet- 
en. That's why bigger pay checks 
is No. 1 on a Salesman’s Hit Parade. 
And that’s why, when you attend a 
sales meeting, you should realistically 
say to yourself, “Okay, I’m investing 
my time in this meeting: how can I 
make it pay off for me?” With that 
constructive attitude, you can always 
“make a buck” from a sales meeting. 
Here’s why: 
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Formula for Bigger Pay Checks 


Every salesman who gets to the 
top instinctively follows this three- 
point formula for bigger pay checks: 

Point |. income comes 
from selling more. 

Point 2. Increased sales come from 
better effort. 

Point 3. Better effort comes from 
more and better ideas. 

Therefore, an ambitious salesman 
is always seeking new ideas. 

And a sales meeting is a super-mar 
ket for practical sales ideas. 

For instance, I was conducting a 
meeting with a textile supply group. 
The Carolina salesman described a 
price objection to which he had no 
answer. Up spoke the Massachusetts 
representative to cite an_ identical 
case to which he had a successful an 
swer. In just these few minutes, the 
Carolina man picked up an idea that 
was worth hundreds of dollars to him. 

Within every sales organization 
exists a tremendous 


Inereased 


yours included 
wealth of successful experience. The 
sales meeting is an ideal opportunity 
to learn these money-making ideas 
from your sales manager and your 


associates. 


Get Set to Cash In 


But your just attending a_ sales 
meeting without plan or preparation 
exposes you to the risk of not getting 
the last drop of good for yourself. 
There are, however, several things 
you can do in advance to make sure 
that you will cash in to the maxi 
mum. 

1. Raise your sights income-wise: 
Before attending the meeting decide 
how much of an increase you could 
realistically expect to achieve as the 


result of getting some solid infor- 
mation. A salesman’s first move on 
the road to higher income starts with 
Set your figure, and come 
seeking ideas to help you make your 


goal. 


ambition. 


2. Come for solutions: If you have 
a definite problem which is limiting 
your production, come prepared to 
learn the solution. But we cannot see 
the forest for the trees and maybe 
you have a problem which you cannot 
pinpoint. In this case, you'll still 
benefit if you attend with a strong 
desire to pick up more efficient ideas 
on reaching your goal. ‘This brings 
us to the next point... 

3. Come with constructive atti- 
tude: Nearly every sales group has 
its sceptics defeatists. 
Twenty years ago during the great 
“everybody” was 
broke, constructive salesmen refused 
to let prevailing conditions defeat 
them. Instead, their selling efforts 
gave birth to numerous industries 
which today are among the biggest 


malcontents, 


depression, when 


radio airlines and 
Regardless of con 


ditions, there is always a w ay to get 


refrigerators, 


numerous others. 


business, and a sales meeting is an 
excellent source of such ideas. 

4. Buddy-up with a top man: 
In line with this vital need for con 
structive attitude, you'll get most out 
of a sales meeting when you attend 
in partnersh.; with one of the top 
salesmen. ‘Two men can always spot 
and evaluate more good ideas than 
either man working alone. 

5. Bring a notebook: Pocket - size 
is best. Even when manuals or di 
gests are distributed, there will be 
numerous spontaneous ideas too good 
to rely on treacherous memory. 


6. Cash in early: Arriving early to 
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Designed for 
Business with 
Pleasure 


Casakueen é Yon 


SCOTTSDALE, ARIZONA 


(10 miles from Phoenix) 


—ARIZONA’S FINEST RESORT 


Guest Rooms-—luxurious and spacious 
for 100 guests 

Meeting Room—beautiful and new, 
completely equipped for 200 

Dining Room-—the finest of food for 
150 

Cocktail Lounge—an intimate and ap- 
pealing room accommodating 100 

A courteous, solicitous management 
and staff plans everything for the 
effectiveness of your business meetings 
and the pleasure of your visit 
Recreational facilities on our premises 
include a heated swimming pool, 
stables, putting green, tennis court 
and shuffleboard. Excellent golf nearby 
A 2,800-foot runwav for private and 
executive aircraft 

Group rates during November, Decem- 
ber, January, April and May are very 
moderate, 


Royal W. Treadway 


President & General Manager 


oe J 


Lorson 


ATLANTIC CITY, WN. J. Arotell 


Outstanding Facilities 
at Sensible Prices 


'f you plan to hold « convention or sales 
meeting in Atlantic City, W will pay te 
lnvestigete the facilities at the Jefferson 

. Atlantic City’s leading moderately 
priced hotel. Famous for Its excellent 
culsine and outstanding facilities, the 
Jeflerson's completely trained convention 
staff ls your assurance of a most success 
ful meeting. 


@ UNEXCELLED LOCATION 
—in the heart of the resort, 
convenient to railroad and 
bus terminal. 

BANQUET ROOM — seat- 
ing 1230 persons. 
SEPARATE MEETING 
ROOMS accommodating 35 
to 350 persons. 

EXHIBIT SPACE of over 
13,000 square feet. 
SOUNDPROOF, AIR-CON- 
DITIONED auditorium. 

468 COMFORTABLE 
ROOMS in the Jefferson 
and its sister hotels. 

@® EXPERIENCED STAFF to 
handle all details. 


For complete details and information 
for future bookings, write, wire or 
telephone Charles A. Fetter, General 
Manager. 


Jefferson Auditorium 
Atlantic City’s Newest & Finest 


Completely Air Conditioned 


lou thot with the Wot 


on the MISSI 


yews, | L 


Ever 


IPPI GULF COAST 


OVERLOOKING THE GULF of MEXICO 
midway between GULFPORT & BILOXI 


EDGEWATER PARK, MISS. 


“THE GULF COAST’S FINEST HOTEL 
FOR THE FINEST CLIENTELE" 
100% AIR-CONDITIONED 


ything under one roof-—meeting rooms for small, 


Regional or large National groups, banquet and 


dining 


hole championship golf-course—dancing—planned en- 


facilities, Beach——swimming pool—private 18- 


tertanment. We specialize in personalized attention! 


Inquiries appreciated and promptly handled. 4% 
Write: 


mek 


A.P. SHOEMAKER Jr., General Manager 
N. MEISNER, Sales and Convention Manager 


a sales meeting you are courteous 
to the sales manager and to your fel- 
low salesmen. In addition, early ar- 
rival gives you an opportunity to con- 
structively discuss mutual problems. 
Many a salesman has picked up 
money-making ideas before the meet- 


ing. 
During the Meeting 
7. Listen for helpful ideas: When 


you hear an idea that you are using 
now, it confirms your judgment. 
Make a note to keep using that idea. 
When you spot an idea that you once 
used but dropped, make a note to re- 
vive it. Furthermore, when you learn 
a novel new idea, don’t reject it by 
thinking, “That does not apply to 
me.” Instead, make a note to thor- 
oughly examine it. 

se alert to ideas of your own, 
which automatically generate under 
the stimulus of the meeting. For 
example, many a salesman has great- 
ly benefited from a meeting, not di- 
rectly from the formal presentation 
and group discussion, but from some 
comment which sparked a clear idea 
in his own mind. Sales trainers who 
are familiar with this triggering of 
imagination, call it “finishing the puz- 
zie.’ By this they mean that the 
salesman has already partly developed 
his own idea: the atmosphere of the 
meeting suddenly clarifies the whole 
thing 


8. Seek ideas everywhere: Ideas 
They 
Therefore seek 

s-making ideas at a sales meeting, 
by (1) constructively listening to the 


a salesman’s best friend. 


everywhere. 


speaker, (2) listening to fellow sales- 
men before, during and after the 
ind ( 3) letting vour 1 


meeting 


nation roam 


9. Get more by participation: 
Attending a meeting without  par- 
tic ipating you guarantee that you will 
extract the least possible number of 
helpful deas. In small 
ask questions to obtain additional in- 
And where size or charac- 
ter prevents open discussion, button- 
hole the speaker after the meeting. 
Also in either case thoroughly discuss 
pertinent points with your associates 


meetings, 


formation. 


during recess and adjournment. 
You're there for important business: 
constructive partic ipation assures you 


of greatest return for your time. 


10. Jake notes: A memory cannot 
be filed. ‘Too many topics, ideas and 
viewpoints come up in a sales meeting 
to depend on recollection, especially 
a few days or weeks after the event. 

I know a salesman who has been 

$50,000 bracket for so many 


SM/JANUARY 4, 1957 


a world apart — in the very heart of Miami Beach 


Step into the magical Roney Gardens and you are 
whisked away from the hustle and bustle of a busy 
world into the serenity of a huge country estate. 
Here is a setting for your Convention that is unique 
... for the Roney Gardens are perfect for outdoor 
banquets and parties, handling as many as 2,000 
people. No other hotel in Miami Beach 

provides such facilities. 


And our expert Convention 
Staff is always on hand to 
assist you with your 
problem—just ask them! 


uncrowded... 
; ern8!? bee. 
at the Roney SS ™ unhurried... 
a . : Yy 


ating unusuall 
bath nn 


(7 Acres on the Ocean)Collins Ave. at 23rd Street + Miami Beach » 


Here’s why more convention-goers are 
@. GOING EASTERN! 


FLY EASTER 


a 


. Only Eastern 


ne convention ti ivel sceTVICeS group plan , serves all these 
ind follow through All det iil will he take nh convention cities: 


onvention ¢ pert ivailable in 116 cities on the 

Miami-Miami Beach * Tampa * Jacksonville 
aa ‘ eae Orlando * Daytona Beach * West Palm Beach 

if on are ire OY oud iway when yout i eTn 

of groups of fifteen or more are our guests San Juan, P.R. * Washington, D.C. * Altanta 

For full details: write or call Convention Manager, New Orleans ° Atlantic City * San Antonio 


Eastern Air Lines, 10 Rockefeller Plaza, New York 20, N.Y. or your local a . 
Eastern Air Lines Office Houston * New York * Chicago * St. Louis 


EASTERN Air Lines ON 


95% OF THE NATION’S CONVENTIONS ARE HELD IN CITIES SERVED BY EASTERN 
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onvention trip for your group—America s most 


o DISPLAYS 
of PRESENTATIONS 
\ of EXHIBITS 


VISUAL AIDS 


make IDEAS effective 
*Check List of Services 


(Satisfaction Guaranteed) 
[] Photo Blowups 
(_) Slides (35mm, 2*2, Vu-Graph) 
{ ] Photomurals 
[_] Photostats & Giant ‘Stats 
{] Photo Cutouts 
[_}) Lithographed Posters 
{_) Planographed Reports, Charts, Re- 
leases for low-cost limited quantity 
distribution 
True Tone Photostats 
Montage Photos 
Photo Presentation Folios 
Quantity Contact Glossy Prints 
Ad Type Prints 
RCS delivers Top Quality 
reproduction, FAST service, 
at reasonable prices. 


FREE! Clip this Ad! 

' Attach to your letterhead, and complete 
Information will be rushed to you, Includ- 
Ing price lets, the 32-page "Make Mine 
King-Size," 32-page “Photolog No. 655" 
and “How to Use Commercial Photog- | 
raphy 


( Midis 


3H WACEER OOTVE =COUCACO A HL. = PHOME STere 2.9977 


GIFT PROBLEM SOLVED 
FOR ANY OCCASION 


rtant Dut 
ustomer 
or friend who 


everything 


Real everlasting 
Hawaiian 


Woodroses 


Beautiful burnished brown and beige ‘‘conversation 
plece to mateh any office or home furnishings 
Hawallan Woodroses in exotic arrangements with Uki 
grass and fascinating South Sea foliage. Will last 
indefinitely. Firmly mounted on genuine Hawaiian 
Monkey Pod base-—10” wide, 12” high. South Sea 
gift packed——-Postpald $6.95° 
Special king size Woodrose arrangements mounted 
in Luau Palm Trays—21”" wide $14.95* 


LUAU PALM TRAYS 


with real 
Hawallas 
Woodroses 


Beautiful 21 inch coco palm sheaths, hand rubbed 
to a natural satin-smooth finish. Real collectors items 
No two alike. Last indefinitely. Ideal for desk, 
coffee or dining table, shelves, etc. South Sea gift 
packed, including 3 real Hawaiian Woodroses. Post 
paid $4.95* 


*Special discounts on quantity orders 


“Sffowers of LMTWAII 


Dept. SM-1, 670 S. LaFayette Park Place 
Les Angeles 57, Calif. 
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Reprints for Your Salesmen 


Reprints of Here's How to Cash In on Sales Meetings” are available by writing: 
Readers’ Service Dept., Sales Meetings, 1212 Chestnut St., Philadelphia 7, Pa. 
(Under 100, 15¢ each; 100, $14.55; 500, $21.75.) 


years that his main problem is In- 
ternal Revenue. He started his climb 
and remains on top because he always 
has new ideas. Where does he get 
them? From his little notebook 
which is always with him, dog-eared 
from constant use. This man says, 
“The only difference between top and 
bottom salesmen is ideas.”” When an 
idea comes up, make a note. Don’t 
take time during a meeting to evalu- 
ate its merit—you can do that at some 
future free moment 

11. Make a new idea 100%, your 
own. When somebody presents an idea 
at a meeting, make it yours by put 
ting it to this three-question test : 

What does it mean in your own 
words? Hardly any two men describe 
an idea in identical language. There- 
fore if the speaker presents a point 
in words which you ordinarily would 
not use, “translate” it. This not only 
helps you understand it; it imbeds 
itself in your memory and therefore 
leads to successful application on pros- 
pects. 

Recall one typical prospect and vis- 
ualize how you could use that idea 
Visualize this prospect’s 

questions, objections. 
Next consider how you would use 
the new idea to sell that individual. 
This is the second acid test that 
creates understanding, acceptance and 
application of a new idea. 

To how many other prospects can 
you apply this idea? Recall several 
of your customers and prospects. Con 
sider each individually and check ap- 
plication of the new idea to each 
of them. Some ideas have limited 
application, others have relatively 
When you have met 
it’s money in your bank. 


on him. 
personality, 


universal use. 
the latter 


STICK-ON BADGES 


For MEETINGS and 
CONVENTIONS 


Name Badges, sticks on any Gar- 
ment. No pins or buttons. 


ONLY 5c Each 
IMPRINTED 

1000 lots less 6c each 

3 inch Circle, Square 

or Triangle. 10 day 

service. Send copy. 

Guaranteed. 


FREE SAMPLES—Glad to send them 
Order trom Frank D. Jackson, 
JACK-BILT, 906 Central St., Phone Vi 2-5068 
Kansas City, Mo. 


KEN MORRISON 


Tips on Taking Notes 


A. Jot down key points only. Keep 
them brief. Use abbreviations. 

B. Number key points, For instance, 
if the speaker presents six ideas, num- 
ber your notes in sequence, 


C. Write legibly. 


D. Use a notebook for permanent 


reference. 


Follow-up Pays Off 


12. Turn your new idea into bigger 
pay checks: By now you have armed 
yourself with one or more good ideas 
which will carry you up onto a 
permanently higher plateau of sales 
and earnings; that is, if you put them 
to work. 

Here are two suggestions: 

(1) Try the new idea on a mini- 
mum of 20 prospects. A new idea is 
like a new suit: it usually requires 
alterations. So turn your back on the 
temptation to drop it after a couple 
of so-so attempts, and instead, stick 
like a leach to your plan of 20 tries. 
As you keep working at it the strange 
new idea will suddenly change to a 
familiar and successful sales-maker. 

At this point in your ambition for 
greater success, you will be faced 
with another temptation. And this is 
the tendency of fat and rich salesmen 
to drop valuable ideas. Maybe you 
get tired of hearing yourself use the 
same old idea time and again, but 
remember, it’s all news to your pros- 
pects. So here’s suggestion: 

(2) Make it a practice to apply 
your successful new idea week after 
week, month after month. Fventual- 
ly, constant repetition will result in a 
permanent habit and habits are hard 
to break. As a result you will have 
permanently improved your sales 
making and income-producing pow 
ers. Which brings us to the fact 
that bigger pay checks is where we 
came in. 

To sum up, sales meetings are here 
to stay. Each offers opportunity to 
ambitious salesmen. Come prepared 
and you'll be sure to turn the meet- 
ing into income. 

The End 


SM/JANUARY 4, 1957 


Fly NATIONAL to your FLORIDA convention 


Tops in travel to the tops in meeting sites 


Only National offers 
AIRBORNE RADAR 


w go ~ 
4 f>——, ae on ALL 4-engine flights 
f poavinanes to and from Florida! 


BUFFALO 


MIAMI ns NEW YORK % DC-7B, DC-7R Stars 


punnoe PHILADELPHIA 


Oy. ‘ 
PALM BEACH pirrssurcn == 44 world's fastest airliners 


WASHINGTON world-famed luxury 


JACKSONVILLE woRFOLK %* Swift, luxurious DC-6B Stars 
SAN FRANCISCO ” ° » 9Ows 
OAKLAND TAMPA on — *% Economical club coaches 
“~-. seen . . 
ii. ST. PETERSBURG weave ——te Fast, modern Convair-440's 


- 
- - = 
- 
LOS ANGELES "ee 


~ 
"= ®®e®eeee8 e000. * DALLAS 


+ csege ttt Ma SS, NO-CHANGE-OF-PLANE 
SAN DIEGO — ea SERVICE BETWEEN 
HOUSTON & = FLORIDA 
TEXAS & CALIFORNIA 


Tradewinds and DC-6B coach 


in cooperation with Delta and 
American Airlines 


FLY ae | 
NATIONAL _ | am 
SS 


In cooperation with Capital 
AIRLINE OF THE STARS 


Airlines 


For additional information: Write or call Convention Manager, National Airlines, Inc., 3240 N.W. 27th Avenue, Miami, Florida 


Here in the comfortable seclusion of 
fashionable Bal Harbour, you'll find 

a rare combination of casual charm and 
luxury—the most pleasant atmosphere for 
meetings and conventions! And at the 
Jalmoral, you'll enjoy matchless facilities, 
whether your meeting is intimate or 

a large group gathering... plus a full 
roster of gala after-business activities! 


A COMPLETELY AIR-CONDITIONED 


CONVENTION 7 AA im 
BECOMES wh AY 


AN ADVENTURE a ON THE OCEAN AT 98th STREET, MIAMI BEACH, FLORIDA 


262 luxurious rooms, most with private 
terraces « 1] meeting rooms, seating from 

10 theatre-style to 650 bunquet-style « 

} separate dining and cocktail areas 

Garden banqueting in the “Glen” « Smart 
jalmoral Club, Embassy Supper Club + 2 full 
blocks of private ocean beach, Olympic pool 
and cabana area « Golf driving range on 
hotel grounds « Free parking on premises « 
Circulating ice water in every room 


A thoroughly experienced convention Reed Seely 
staff managed by Dick Elterman, General Manager 
will be on hand to offer you new and N.Y. Office 
helpful convention ideas! Plaza 5-3344 
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DINKLER IS 
CONV ENTION- 
CONSCIOUS 


More than two years of extensive work 

and the expenditure of over a million 

dollars have provided Dinkler Hotels 

with the most advanced, ultra modern 

convention facilities in the South. All 

technical equipment, the latest audio 

and visual devices, excellent lighting, 

giant ballrooms that sub-divide to 

allow for groups of various sizes, new 

restaurants, completely redecorated 

guest rooms, 100% air-conditioning 

and ample parking are among the many 

features that have placed Dinkler first 

for conventions in Dixie. 

ELECTRONIC DEVICES to reveal survey results, (I. to r.) Gus Sweer, designer, goes 
over display plans with Ad Manager John Duncan and Sales Manager William T. Stopford. 


. 


—----~- - 


| DINKLER 
| PLAZA 
ATLANTA 


“=~ ~~ Boonton Goes Out on a Limb 
| pomen. if » To Back Survey with Exhibit 


BIRMINGHAM 


. 


| _ DINKLER- | Orders exhibit for Housewares Show long before results 
JEFFERSON DAVIS | 
monrcomery | are known on consumer acceptance survey. All promo- 


ieee. *; . tional avenues used to build traffic to booth on basis of ex- 
—, With pected results of study. If survey backfires, display will 


ANDREW JACKSON | have holes where new product line was to be shown. 


THE 


¥ ST. CHARLES Results of what is believed to be we achieve patterns and designs of 
Sa on WO a NEW ORLEANS the first national consumer survey on high customer acceptance.” 
Ady . ancinenas pattern preference in dinnerware will Unique feature of the survey is 


| 


- ° be revealed at the Housewares Show that it tests consumer pattern. prefer- 

Chicago, by Boonton Molding Com ence not just among new Boonton- 

pany, Boonton, N. J. ware patterns, but also against the 

Boonton’s entire presentation at the top sellers in « ompetitive lines of deco 

Carling Dinkler, President how will be built around this market rated melamine dinnerware. The re- 
Carling Dinkler, Jr., Vice Pres. & Gen. Mgr. urvey, results of which will dete: search is being conducted by Psycho- 
mine whether or not Boonton will in logical Corporation, New York City. 


troduce a completely new line of Boonton Molding Co. is asking 
melamine dinnerware to buyers. Haz housewares and china buyers to “Test 


SEND FOR YOUR DINKLER CONVENTION BROCHURE 


MR. CARLING DINKLER, JR. 
DINKLER HOTELS CORP. 
THE DINKLER PLAZA 
ATLANTA 1, GEORGIA 


ard involved to Boonton in this under Your Buy-Q” at the Boontonware 
taking lies in the fact that surve booth to see how closely their buy- 


Please send me your complete brochure on re ilts will not be tabulated until ing knowledge and experience chee ks 
Dinkler Convention facilities in the South " . 
iortly before the show opens ! against actual custome: preterence in 
Name 
theory survey results could reflect decorated melamine dinnerware. 
Organization poorly on the patterns being con (nother feature of the survey that 


Title sidered for the new Boonton line. “If is of particular advantage to buyers 


Address this happens,” according to William is that the country 1s being broken 


‘T . ofo ytord, sales manager “we are down into several geogrTa yt 1K are; 
lone State = 5 geograpn al areas. 


prepared to scrap every design until Differences in consumer preferences 
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WwWEw ! 


loadin 1 Mage loti 
WMioody 
CGConwentiom 


Center 


9 
wv’ Located between the Buccaneer and Galvez hotels on 
Galveston Island's famous beach. All 3 completely air 
conditioned — outstanding features — check these facts. 


EXHIBIT HALL—Ground Floor 
31,000 square feet. Folding wall to divide space 15,250 and 
15,750 square feet. 200 exhibit booths with rear storage space. 
Auto entrance from street. 
Electrical Service: 110 V, 220 V (30 & 50 amp.), 440 V. Utility 
Boxes: 34” water, %” natural gas, 2” waste drain. 
2,500 square feet lobby and vestibule. Men’s and ladies’ lounge. 
Check Room. Drug Store. 


AUDITORIUM—Second Floor 
19,480 square feet, 5-level terraced. Capacity: Meetings 3,500, 
Banquets 2,500, 50 Exhibit Booths. Folding wall to divide 
auditorium into two equal areas. 90’ x 50’ stage: Scenery Loft, 
Auto Ramp, 7 Dressing Rooms. Auto and loading ramp 
from street. 
6 private meeting rooms: A, 16x24 B. 16x19) C. 16x15 
PD. 31x28 E. 31x22 F. 31x24. 4,900 square feet hardwood 
dance floor, 2 two-way escalators. 
Closed circuit TV facilities—big screen projection, TV and radio 
broadeast facilities, projector, public address, tape recorder 
and theatrical lighting. 
Large kitchen adjoining auditorium for quick food service. 
Ample storage space. Lounge and lobby area of 2,900 
square feet. Numerous stairways. 


5 , 
V4 U tolls Ne Conduit fii . -- Convenient Centralized Facilities 


Housing for 1,200 delegates in immediate vicinity of Convention Center at the Buccaneer and Galvez hotels 


Comfortable resort accommodations with rv, radio, swimming pool, miles of beac h and year around air con 
ditioning. Housing on Island for up to >.000 delegates For additional information write to Convention Dept 


Affiliated National Hotels, P. O. Box 59, Galveston, Texas, or call Galveston 5-8536. 
For successful meetings — always choose an Affiliated National Hotel 


ALABAMA NEBRASEA HOTEL BUCCAMEER c 
HOTEL ADMIRAL SEMMES i PAXTON maho MOTEL GALVEZ G 
. WOTEL JEAN LAPFITIE G 
i t rf 5On 
HOTE HOMAS JEFFER _ tw MEAICO CORONADO CORTS c CHICAGOMohowk 45100 
vis ov ives eae c WASHINGION—Executive 3646! 
= t oreda 
DISTRICT OF COLUMBIA SOUTH CAROLINA HOTEL LUBBOCK bor GALVESTON 5.6536 
WADE HAMPTON . Columbio poet FAULS wis CLEVELAND —Prospect 1.7827 
HOTEL CACTUS 
INDIANA TEXAS HOTEL mMENGER bar ntene 
L STEPHEN F AUSTIN  Auvavis ANGELES COURT! Sen Antonie AIP CONDITONED 
| BROWNWOOD Brownwood VIRGINIA 
BAKER Dalle HOTEL MOUNTAIN LAKE TELEVISION 


ralverion TELEPHONE 
je vesior NEW YORK Murray Will 66990 


WASHINGTON Washington 


LOUISIANA 
JUNG HOTEL New Orlean ) TRAVIS 


alle 
HOTEL DESOTO New Orlear HOTEL CORTEZ ove HOTEL MONTICELLO RADIOS 
$ 


SM/JANUARY 4, 1957 


by regions can affect the number of 
patterns marketed and promoted either 
nationally or in any one area. 

To test his “Buy-O,” a buyer will 
indicate from which part of the coun 
try he come 


button to see what his « ustomers said 


He will then push a 


they would buy iccording to the sur 


Buyer Forewarned 


Boonton 
booth forewarned. Weeks prior to the 


‘The buyer comes the 


ASK THE 


Here are 


opening of the Housewares Show, 
when the survey was just underway 
and no results were tabulated, Boon- 
ton informed all its customers by let- 
ter, and many by a salesman’s call, 
that this customer preference test was 
being conducted. They were told the 
pattern preference measurement was 
being concentrated among those house- 
wives who had: some plastic dinner- 
homes or who were 
familiar with it. Housewives who 
had never heard of plastic dinnerware 


ware in their 


were omitted from the survey as not 
constituting a prime market. 


FOLKS WHO COME TO BOCA 


a few organizations, chosen from hundreds, 


whom we have had the privilege of serving over the 
years—and will continue to serve with unstinting care 


in the years ahead 


In addition to the direct mail and 
personal announcements of this sur- 
vey, Boonton ran advertising in trade 
publications to invite buyers to “Test 
Your Buy-Q” at the Boonton booth 
at the Housewares Show. 

Says Stopford, “We feel we are 
doing buyers a service that, so far as 
we can determine, has never been 
done in the dinnerware field. We 
are accumulating actual data on what 
customers say they want and will buy. 
This will certainly eliminate much of 
the guess work in the buyer’s job of 
selecting melamine dinnerware. If 
Boonton patterns do not have high 
customer acceptance, best time to 
know it is right now — not after our 
dealers’ and distributors’ shelves are 
filled. We recognize, too, that there 
might be emphatic differences in taste 
geographically. ‘That’s the reason the 
survey is being tabulated by region.” 


Three Years’ Work 


‘The market survey is a culmination 
of more than three years’ work in de- 
signing and engineering the new 
Boontonware line. For the first time 
Boonton is bringing out decorated 
melamine dinnerware. 


Oldsmobile— 


Division of General Motors © Southern Newspaper Publishers 


American Assn. of Advertising Agencies ¢ 


Association ® 


WHAT IS AN 
ENTERTAINMENT 
CONSULTANT ? 


United States Savings & Loan League ® 
Bicycle Institute of America © American Drug Manufacturers 
Assn. © Equitable Life Assurance Society ® Metropolitan Life 
Insurance Company ® Ford Motor Company © Southeastern 
Electric Exchange © New York Life Insurance Co. © Young 
Presidents’ Organization ® National Paint, Varnish & Lacquer 
Assn. © National Coffee Assn. © W. R. Grace & Co. © A specialist in the 


National Assn. of Manufacturers © Grocery Manufacturers of © ge 
' application of show 
America ® International Business Machines @ National Assn. 


business techniques to 
of Aluminum Distributors © American Pharmaceutical Manu- 4 


facturers Assn. ® Association of Junior Leagues of America, the particular problems 
Inc. © Concrete Reinforced Steel Institute © Assn. of Re- of your business 


serve City Bankers © Pipe Line Contractors Assn. © Florida 


Bankers Assn. © American Drug Mfrs. © Connecticut General 


You'll be happy at Boca, too! Write Convention Sales De pt. MT-1 


Lie Kien 


HOTEL AND CLUB 
BOCA RATON, FLORIDA 


pong 


HOWARD LANIN 
Industrial PRESENTATIONS 


Division of Howard Lanin Mgt., Inc. 
113 West 57th Street, New York 


“HOME OF THE WORLD'S MOST PAMPERED CONVENTIONS" 
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Designer for the new line is Belle 
Kogan Associates. 
sketches Dozens 
were made up in plaster prototypes. 
Of these, only six 


‘Thousands of 


considered. 


were 
were selec ted by 
panels of designers, editors, decorators 
and merchandising experts to be tested 
for the 1957 
these, 


Boontonware line. Of 
an estimated two or three ac- 
tually will reach the market. 


Buyers Tested in Advance 


Stopford believes that buyers will 
welcome this scientific research which 
will determine in advance the proba 
bility of the line’s acceptance and 
therefore help the buyer to do his job 
better. As an adjunct to the consumer 
buyers will have been 


Survey, most 


tested by Boonton’s 


salesmen using 
the same questionnaire and essentially 
the same techniques as are employed 
by the Psychological Corporation. 
Rather than giving their 
preferences, buyers will try to fore 
what patterns their 


will select. ‘The buyers’ forecasts will 


personal 
cast customers 


be placed in sealed envelopes and filed 
until final results are tabulated. Fach 


IDENTIFICATION 


BADGES 


ADVERTISING BUTTONS 
SOUVENIRS 


Advertising Specialties 


BIG LINE, attractive, useful and prac- 
tical items. Key Tags, Rulers, Card 
Cases, Pocket Knives, Thermometers, 
Tape Measures, Spinning Tops, Clothes 
Brushes, Pocket Mirrors, Computers, 
Calculators, Calendar Cards, Blotters, 
Signs, Letter Openers, and many other 
clever specialties for every occasion. 


WRITE for catalog, samples, and 


prices, stating probable quantities 
required. 


PARISIAN 
NOVELTY COMPANY 


3510 So. Western Ave. 
Chicago, Ill. 
Manetacturers Since 1897 
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V convention \ 


buyer will be given his forecast (still 
sealed) at the Housewares Show. 
This is expected to step up attendance 
and interest in the 
booth. 

Design of the booth itself utilizes 


Boontonware 


audience-participation electronic de- 
vices to dramatize results of the mar 
ket survey. The display was designed 
and constructed by Ivel Corporation, 
New York City. 

Boonton is so sure its survey re 
sults will prove the new line is pre 
ferred over all others, it doesn’t con- 


sider that it is taking much chance 


on 


the 


producing an exhibit to play 


study. However, if the company 


is proved wrong and competitive lines 


do overshadow Boonton designs 


n the 


study, Boonton simply will erect sig: 
in its booth to say it is not introducing 


} 


its new line bec ause it does not have 


consumer 


the 


supposed to be 
company spokesman, 
possibility 


not 


“There 


preterence, 

just will be big hole 
exhibit where the new line wa 
shown,” explains a 


‘Tf the remotest 
occurs and Boonton doe 
come in first.” 


The End 


Did you cay CONVENTION? 


That need nt cause tension... 
Juet one little mention 
will bring quick attention 


from- 


Let € apital solve your travel problems! With 
Capital's Delegates Service, you get planning 


and promouonal assistance for your group 


at no extra cost. Capital will assign a travel expert 


to help you with all details 


including ground 


transportation, hotel accommodations, even 


entertainment, if you wish 


Save time and money, too! By flying Capital, 


you'll cut travel time up CO 80% Over surface 


transportation 


have extra hours for post 


convention side trips and other activities 
Delegates will appreciate the comfort and 


luxury of a Capital flight 
often le 


and the cost is 
ss than first class rail travel 


Fly the inco nparable VISC OUNT, 
world’s first turbo-prop (jet-prop) airliner, 

between many major cities 

on the Capital system 


For assistance with travel arrange- 
ments for your next convention or 
meeting, call your local Capital 
representative, or write J.O. Urquhart, 
Capital Airlines, National Airport, 
Washington 1,D.C 


a; a \ 


AIRLINES 


For This 
CONVENTION— 


MODERN RESORT 
ACCOMMODATIONS 

Over 3,000 rooms conveniently lo- 
cated in center of things for large 
conventions or sales meetings; 
rates do not vary with seasons 
Excellent restaurants and enter 
tainment. 


SPACIOUS CONVENTION 
FACILITIES 

Assembly rooms accommodating 
up to 1500 equipped and staffed 
to handle large or small meetings 
Display space available for ex- 
hibitors Outstanding banquet 
facilities. 


ACCESSIBLE 

Just 60 minutes from New Orleans 
and Mobile. Easily reached by 
air, rail, bus or automobile. Daily 
commuter service to New Orleans. 


EXCELLENT RECREATIONAL 
ADVANTAGES : 
Excellent fishing by deep sea 
charter boat or in inland streams; 
five 18-hole golf courses; 28 miles 
of white sand beach skirted by 
new 4-lane super highway. 

Write or contact Cham- 


ber of Commerce in any 
of citles Ilsted below. 


Visit MISSISSIPPI’ Ss 


lf You Want 
To Treat Your 
Speaker Right... 


Here are dozens of tips on the 
right away to invite and handle 
speakers graciously, efficiently 
and in a manner to do you credit. 


BY C. J. CARNEY, JR. 


Managing Director, Society of Industrial Packaging and 
Materials Handling Engineers 


‘There are certain basic considera getting a complex human being to 


tions, call them check points, call devote some time and some attention 


them just plain courtesies, which you 
as a program chairman ought to ob 
serve by the very logic of your assign- 


ment. 


For example, nobody ought to have 


to tell you that under every circum 
stance your prospective speaker is a 
guest. He is first of all vour guest, 
for you are, in effect, host for your 
group He is also, of course, the guest 
of the group and don’t let your people 
lorget it! 

here are definite rules to follow 
in the field of “speaker relations” for 
program chairmen, and in my view 
these rules may be divided into three 
parts a follow 

- \pproae h to the speaker. 

Handling the speaker at meeting 


Post meeting relations 


Speaker Is Your Guest 


treating a speaker 

be underestimated 
difference whethe: 
ap ofessional orator oO 
whether he is paid i 
or not: whether he is a big shot 
in unknown; whether he comes f1 

ot town, or trom within 
own group; whether it 1s the opening 
meeting of your season, or the end 
of the year, or somewhere In between 

Ina peaker you are not getting an 


assembly line product. Rather, you are 


to his talk and his appearance before 
your group. 

Your invitation to him is impor- 
tant—not only to you and your group 
but to him. Give your speaker the 
benefit of every consideration. ‘The 
fact that he is appearing before your 
group indicates that he values your 
invitation, at least in some measure 
ind so does his company, or his wife. 
Under any of the circumstances noted 
herein he is giving you and your group 
of himself in some measure, be it large 
or small. As a human being, he is de 
serving of your respect, isn’t he? That 
is basic in human relations so let’s 
start there. 


Areas of Responsibility 


Let us examine the three areas of 
responsibility which have been noted. 
Invitation: It should be explicit, it 
should at least include the following: 


|. Date, exact time of day or eve 
ning that he will speak, place, address, 
ty, state, whether or not the meet 
ng is a luncheon, dinner, if either. 


2. Formal name of the group; ap 
proximate size of audience; whether 
t is generally all male or mixed; gen 


eral characteristics of audience (ex 


imple: whether or not they are sales 
men, sales managers, etc.) If you have 
any descriptive literature on your lo 


cal or national group send it along. 
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7 WAYS UNITED 
MAKES CONVENTION 
PLANNING EASIER: 


The Convention route of the nation 

fast, dependable service to 80 cities coast-to 
coast (including the principal convention 
centers ) and to Hawaii eliminates difficult 


routing problems 


Red Carpet* Service . . . special nonstop 
DC-7 flights between 15 major U.S. cities 
Cocktails, buffet, other “extras” at no extra 
fare make convention travel more attrac 


tive, encourage attendance 


Frequent schedules daylight and over 
night, ‘round the clock departures. You can 


book your members at the most convenient 
Let United make your 


convention planning job 


times with less hours away from home or 


business 
easier. Visit or write your nearest 


United office for information Reserved Air Freight guarantees the 
and complete convention space needed for shipping convention col 
planning service lateral material. For example, collapsibl 
Write to: M. M. Mathews, display booths can be forwarded from Chi 
Supt. of Convention Sales, cago to New York for only $7.50 per 100 
United Air Lines, pounds, Plus tax 
36 S. Wabash Avenue 


Chicago, Illinois 


Group Post-Convention Hawaii tours 


can be easily arranged for West Coast 


meetings. United will handle all details Red Carpet” is a service 
mark used and owned by 


such as hotel, air transportation, ground tte Ale Lines, Cia 


transfers 


V.1.P. Post-Convention Tours Vacations 
Individually Planned at low tour prices, all 
the way from New England to Hawaii. Full 


details on request 


Personalized handiing of members .. . / 
travel plans plus a complete promotional UNnyd } Er 
/ 
assistance program for your convention f / 


meeting 
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Notural Bridge Hotel, On! 


BY 
{ue 


Air-Conditioned Rockbridge Center 
Has Game Rooms, Gift Shor 
‘ Cafe 


dwimming Pool with Beach 


teria and Snack Bar 


Modern 52-Ur 
Member Of O 


DALLAS 


Business groups and conventions 
meet with more success in the pleasant, 
peaceful surroundings of Natural 
Bridge. More gets done in business 
sessions, for there are fewer 
distractions here in Virginia’s scenic 
highlands... yet there's a variety of 
free-time diversions. Modern meeting 
facilities and sleeping accommodations 
are available for approximately 300 
guests, and meals are prepared and 
served in the highest traditions of 
the Old South. We'll be glad to supply 


further information upon request. 


NATURAL BRIDGE OF VIRGINIA, INC. 


James N. Hunter, General Manager, Natural Bridge, Virginia 


SPOTLIGHT ON FUN! 


Good meetings are even better in a city of gala enter 
tainment and few cities can boast the variety and 
onsistent high quality of Dallas’ year-round amuse 
ment program. A large part of it emanates from State 
Fair Park, where Texas-sized, air-conditioned exhibit 
halls and auditoriums set up some of the nation’s most 


successful conventions and trade shows 


There's the world-famous State Fair Musicals and 
Margo Jones’ Theatre-in-the-Round; annual appear 
ances of the Metropolitan Opera, the Ballet Theatre 
and latest road shows; Cotton Bowl football: a fun-filled 
Midway. Downtown hotels and supper clubs feature 
the nation’s foremost nightclub entertainment, to name 
just a few of Dallas’ many attractions 


Plan now to display your next trade show at State Fair 
Park, spectacular showcase of outstanding meetings 
and stellar entertainment! 


STATE FAIR OF TEXAS 


For illustrated booklet on facilities, write James H. Stewart, Exec. Vice President and General Man- 


ager, State Faw of Texas 


1755, Dallas 26, Texas 


3. Purpose of the meeting—its gen- 
eral theme if any—and very impor- 
tant, topic which you would like the 
speaker to discuss. It isn’t always pos- 
sible to be specific about a topic, in 
fact, sometimes it may even tend to 
handicap a good speaker. However, 
in giving a topic you should at least 
include a few words about what you 
are trying to cover. This gives the 
speaker an opportunity to decide for 
himself whether he is qualified in that 
particular area and if he isn’t then 
usually he will tell you so and suggest 
another area in which he feels more 
competent. 


4. Length of talk—be specific— 
tell him 15 minutes, 20 minutes, 30 
minutes as the case may be. Suggest 
that he may also wish to use visual 
aids and by all means tell him that 
you will be willing to provide neces- 
sary visual aids for him if he will 
specify them. 


5. Name other speakers and talks 
scheduled during the meeting at which 
he will appear—when they will be 
given. By all means if you have others 
on the program be sure to send your 
speaker an advance copy of the line-up 
so that he can show them to his su- 
perior and to his wife. 


6. It may be necessary to tell the 
speaker what clothes to wear, for 
oftentimes he will ask whether the 
meeting is a formal meeting or an 
informal meeting. 


7. Provide detailed information as 
to how he can reach the meeting if 
it is to be held in an out of the way 
plac e. 


8. And very important, in writing 
your speaker, if he is from out of 
town, ask him if you can make his 
hotel reservation for him and _ find 
out when he will arrive. Suggest also 
that you could perhaps arrange his 
return railroad or plane reservation. 
If he wants you to make his hotel 
reservation be certain that he gets a 
nice room and check with the hotel 
the day before his scheduled arrival 
to make certain that it is available. 


Check with Hotel 


As a long-time traveler I know 
that the best operated hotels slip up 
now and then and it may be ex- 
tremely aggravating to your speaker, 
as it has been to me on several OCc- 
casions, to have a confirmed reserva- 
tion for 8:00 Am only to be told that 
I can’t get into a room until 5:00 pm 
or 6:00 pM or even 10:00 pm that 
night. 

Incidentally, most speakers prefer 
staying at a hotel rather than at a 
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Outstanding Convention Address 
in the Southwest 
HOTEL ADOLPHUS 

ion and Meeting Facilities 
PLOOR SEATING DININ¢ 


Grand Ballroom Lobby 1,350 1,000 8,030 


Regency Room Lobby 1,000 800 6,510 
4.374 
Cactus Room 2 Ist 300 200 2,640 
# 


Root Garden 15th 500 400 


Danish Room 15th 200 500 
North Room 15th 100 900 
French Room Lobby 175 2,000 
Parlor A Mezzanine 150 290 
Parlor B Mezzanine 40 ? 

Parlor Mezzanine 50 

Parlor D Mezzanine 110 

Parlor Mezzanine 

Parlor Mezzanine 

Parlor G Mezzanine 

Connecting 

Auto Lift: Via Ramp. Blackboards: Portable. Lecterns: Table and 


Standing ly pes Complete range of sound and projection equi 
ment, inclu ling publi add yilems 


-. “% o Ay i ‘ 
a ee = HOTE DOLP S 
RANDALL Davis, Managing Director S 
Louis Evans, Sales Manager Dallas 1, Texas 


Com pletely Air Conditioned » Connecting Garage for 600 Cars TWX DL S11 + Phone Riverside 641i 


Canada offers a new 
dimension 

for your meeting or 
convention! 


TCA WILL FLY YOU THERE 
WITH GROUP REDUCTIONS IN YOUR FARE! 


Save up to 10% on TCA’s Special Croup Rates! With groups of 


ten or more, TCA offers big fare reductions. Though all in the 


_ iss Le iT | group must leave on the same flight, passengers may return at 
their option. Group rates only apply to TCA routes! 


Leave from any of the 7 convenient “gateway cities” -New York, 
Boston, Cleveland, Detroit, Chicago, Seattle/Tacoma, Tampa 
Ride in modern comfort on TCA’s world-famous turbo prop 


Viscounts and Super Constellations to and through Canada 


For information and planning assistance .,,contact your 


Travel Agent or TCA’s Sales Manager in your ¢ ity. 


” TRANS-CANADA AIR LINES 


TCA flies more people to Canada than any other airline! 
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private home. ‘They have things on 
their mind; they have last minute 
preparations for the talk; they may 
want to rehearse privately; they may 
want to have a friend up to the room 
for a social visit, or they may just 
want to rest. Don’t insist on being 
hospitable. Extend your invitation and 
if your guest says no let it rest at 
that. 

Another thing, if your group is 
unable to pay the expenses of a 
speaker don’t hesitate to say so, but 
do it gracefully. You can make your- 
self a lot of friendships by offering 


” 


This “hotel of the far-famed name” has 
proved ideal for area groups and na 
tional meetings. Nearby, five 14-hole 
golf courses. New-old Cireensboro is 
the center for & colleges, a variety of 
thriving industries, encircled by beauti- 
ful countryside rich in historical interest 


friends 
* Accommodates groups up to 200, 
with 100 bedrooms, 10 suites, many 
air-conditioned,all newlydecorated 
© 8 private meeting rooms, one the 
detached Manor Hall seating 500 
with plenty of legroom,un-pillared 
© 3 banquet rooms, largest seating 
up to 500 for comfortable service 
© 6000 aq. ft. exhibitspace on! floor 
© Complete equipment available 
16-mmprojector,PA spotlights,et 


~~", “4 ; 
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THE KING COTTON 


IN GREENSBORO, NORTH CAROLINA 


In the heart of a beautiful piedmont city, 
a modern 14-story fireproof meeting spot! 


e The King Cotton accommodates groups up 
to 400 throughout the year, with 225 
bedrooms and 12 suites available—all 
modern, freshly furnished; air-conditioned. 


@ Five well-equipped meeting or banquet 
{ —_——S rooms, one of 500 capacity with unobstructed 
; view of 24 x II stage. 

@ 4200 square feet of exhibit space on one floor. 


e Complete meeting equipment available— 
16-mm projector, PA system, spotlights, etc. 


HOW TO MEET WITH SUCCESS: 
Good work gets done—then play is fun! 


When you meet at Sedgefield Inn, you'll like the easy 
way you get things done at working sessions . . . the 
fine food, smooth service at luncheons, banquets... . 
the deep chairs everywhere, for talking with old 
the suites, for private conferring . . . the 
personalized refreshment arrangements. Then, for 
play: at the Inn door, 18-hole championship golf . . . 
putting greens...riding horses...tennis...the outdoor 
heated pool 
Sedgefield's many-acred estate. Everything you want, 
including genuine happy-to-have-you hospitality ! 


Sedgefield Jun 


8160 jo (ey 4a P 


hospitality such as getting hotel 
rooms, travel reservations, even 
though your group is financially un- 
able to pay expenses or fees. 


Meeting: You should ask your 
speaker if you or your committee can 
meet him at the train or airport if 
he is coming in from out of town. 
Your thoughtfulness on this score will 
be welcome. If the speaker prefers to 
go directly to the hotel alone, leave 
a note for him asking that he tele- 
phone you or one of your associates 
immediately after his arrival and in- 


Rogers Rudd, Manager 


and the grand trees and rolling hills of 


at Greensboro 
North Carolina 
Harold Colvert, Mgr. 
Drive Route 29, 70; or 
come by Eastern, Capital 


and Piedmont Airlines or 
Southern Rattway 


clude the telephone number. Arrange 
to meet with him as promptly as you 
can for lunch, dinner or for cock- 
tails. Be certain that someone meets 
him at the meeting place and escorts 
him to the speakers table. 


Gift in Room 


Incidentally, it is a nice gesture, 
especially when your group isn’t pay- 
ing expenses, to see to it that your 
speaker is sent a bottle of refresh- 
ment, or maybe a small basket of 
fruit which is available through the 
hotel catering department. If you 
have a woman as a speaker, send her 
some magazines, a bouquet, or a gar- 
denia or other conservative corsage. 

Ask your speaker for a copy of his 
talk in advance, and ask him about 
himself so that you can have material 
for a proper introduction. For ex- 
ample, you should know something 
about your speaker as to his title, name 
of business afhliation, address, city and 
state, his prior business experience and 
possibly his college and the degree 
which he took. 

It is helpful to have a copy of his 
talk in advance but never ask your 
speaker to provide you with a quan- 


Looking for a 
location that’s 
unique? 


— - ~s 


Here is a Magnificent Tropical 
Island Paradise 


Just 18 minutes from the heart of Miami. 
Delightful seclusion without remoteness. 
Unexcelled Services . . . Cordial Hospitality. 
Air-conditioned. Diversified facilities. 
Picturesque, sporty 9-hole Pitch 'n Putt Golf 
Course overlooking the Atlantic Ocean. . . 
described by Golfdom Magazine as one of 
world's finest. Miles of secluded beautiful 
white sand Beach. 4 Championship Tennis 
Courts .. . Shuffleboard. 2 Fresh Water 
Swimming Pools. 


Your Group is held together . . . work 
together . .. live together .. . play together 
on a delightful Resort-estate. Telephone 

or write for complete information 

Alan Bland, Director of Sales 

Bob Neale, Managing Director 

© Complete with everything necessary 
for Successful..Happy..Group Functions 


KEY BISCAYNE 
Hotel and Villas 


300 OCEAN DRIVE + KEY BISCAYWE + MIAMI 49, FLORIDA 
Telephone Miami 814-5431 
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tity of his talks. At most ask him 
for three or four copies and take the 
responsibility of duplicating these 
copies. 

If, in your town, newspapers are 
cooperative, it will be helpful to ask 
your speaker for a glossy print so that 
you might send it to the editor of 
your most cooperative paper along 
with a note on the subject of the 
meeting, time, place, etc. 


Permission to Record 


If you want to record your speak- 
er’s talk, you should have his per- 
mission to do so because, technically 
speaking, the talk is his own prop- 
erty and you ought to have his per- 
mission to reproduce it if you plan to 
do so. 

If you are paying your speaker, 
have a check ready at the time of the 
meeting for his expenses. Many 
speakers will let you know what their 
expenses will be in advance in order 
that the amount can be included in 
the check. Be certain that your speaker 
gets to meet other persons at the 
speakers table and give him the bene- 
fit of a reminder as to the meeting 
several days in advance. 

If your meeting is a national meet- 


CONVENTION 
MANAGERS! 


Here’s why more and more con- 
vention groups choose Puerto Rico 
for meetings and conventions! 


1. New and expanding hotel 
facilities! 

All modern, air-conditioned, with ca 

pable staffs and plenty of exhibit space. 


2. Magnificent recreation! 

Sightseeing trips. Superb sailing, swim- 
ming, deep-sea fishing, golf. Beautiful 
beaches. Spring weather all year round. 


3. Easy and economical to 
get to! 

This breeze-swept island of the Carib- 
bean is only 54% hours by air from New 
York, less than 4 hours from Miami 
Two major airlines have instituted new 
low-cost services. Round-trip fares as 
low as $105 from New York! No pass 
ports or foreign currency needed! 

For full details call Chuck Naya at 
MU 8-2960 in New York, or write 
Dept. SM-8, Commonwealth of Puerto 
Rico, Economic Development Admin- 


istration. Division of Tourism, 579 


Fifth Avenue, New York 17, N. Y. 
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ing, of course you have a different set 
of circumstances and your obligations 
to the speaker may even be more than 
if he is going to talk before a local 
meeting. At national meetings there 
are functions of various kinds to 
which your speaker ought to be in- 
vited just as a matter of courtesy. If 
his wife is with him, she should be 
invited to social functions, too. She 
ought to be given a corsage to wear 
at the luncheon or banquet at which 
her husband is the principal speaker, 
and she ought to be given a seat right 
in front of the speakers table. 


Superla live 


facilities, food and service! 
Acres of free parking space! 


Bhat _Aecemmiiiiiiaas 


for conventions up to 250—meetings 
and banquets up to 2,000 


Arrangements: In your corre- 
spondence with the speaker you should 
have learned what materials he will 
use or need as props—a screen for 
motion pictures or slides; projector, 
motion or slide, record player, black- 
board, easel, pointers, chalk and 
erasers. He may want a flash pointer 
or he may need an extension cord. 
Possibly he may be providing his 
own visual aid equipment, but if he is 
talking in a large room you will have 
to provide a public address system. 
If you are having a panel of speakers 
you will require several table mikes 
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P referred by most companies for their Northern 


California conventions, meetings and banquets! 


FINEST 
Resort 
Hotel in 
San Francisco 
Bay Area! 


Hotel 


OAKLAND-BERKELEY, CALIF. 


One of 
California's 
Finest 
Resort 
Hotels! 


Just 20 Minutes from San Francisco 


Murray Lehr 
Managing Director 


THornwell 3-3720 
Teletype OA 520 
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there is nothing like 


The famousFredHarvey 
Hotel in sunny Santa Fe 
New Mexico 


is now available for meetings—up 

to 280 from after Labor Day to 

June 30, for smaller conferences, the 

year ‘round. Renowned for its 

Spanish-Indian atmosphere, friendly 

informality and fine cuisine, La 

Fonda provides a unique back- 

ground for memorable meetings 

Meeting Rooms, Banquet Facilities. 

Ideal year-round climate. Sight- 

4 y - secing trips into the Indian Coun- 
: 7 try, curio shopping, golf, fishing, 

Also an ideal stop-over aantien skiing. —Santa Fe Railroad, 
place for conventioners’ Continental and TWA Air Lines.— 

groups going farther West Write Manager J. D. Garvin. 


or returning East, PHONE: 3-851! 
TELETYPE: SANTA FE NM S661 


Mr. “K” Presents 


YOUR KEY 
TO BETTER 


Big City Facilities With A Small Towns Convenience 


% The Midwest's best bet for sales meetings and 
convention groups from 25 to 300 people 

xf 8 minutes to airport — 3 minutes to railroad station 

x Friendly, intimate atmosphere a little city exclusive. 

x Air conditioned guest rooms and meeting areas. p 

x Subway connected to other downtown hotels 


x Six hundred and fifty luxurious rooms 


Write or call Earl L. Jorgensen, Director of Sales and Public Relations, 


for complete details and colored brochures 


e 3 Minutes from Grand Central 
Convenient to Fifth Avenue 
Shopping HOME OF THE FAMOUS 
© All Outside Rooms; Tub ‘Hawaiian Room’ 


ane ewer 0.8 , . See your local travel agent or 
@ Radio; Television; Circulating cerita Prometion Dept. 
Ice-Water for Brochure 152. 


© Superb Food at Modest Prices 


LEXINGTON AVE. at 48th ST., NEW YORK CITY, 17 a5 


Chicage—Dearborn 2-4432; Boston—Hancock 6-6625; Miami—Ffranklin 9-8331 


or maybe you will need special 
traveling mikes for your questions and 
answers. Your PA system should be 
checked before the meeting begins and 
you should be certain that there is 
an electrician or PA man on hand 
during the entire meeting. How 
many times have you been at a meet- 
ing when, during the course of the 
talk, the system set up a howl and 
holler to the complete distraction of 
your speaker and everyone else? Be 
sure that you have assigned someone 
to check on props and to help the 
speaker set up whatever props and 
exhibits he may use, and also, to help 
him pack them afterwards. 

‘There should be a rostrum or po- 
dium and it should be adjustable in 
height if possible. By all means, lights 
should be working, and there should 
be a pitcher of water and a clean 
glass within easy reach of the speaker. 

If you as program chairman aren’t 
handling the meeting then you should 
post the meeting chairman as to ma- 
terial for the introduction of the 
speaker. 


Chairman Sets Tone 


Remember, the meeting chairman 
has a lot to do with the success or 
failure of a meeting. He sets its tone. 
He can help make or break a speaker 
by the relaxed way in which he puts 
the audience at ease as well as by his 
appreciative introduction. 

‘The introduction should be kept 
short and simple, preferably not more 
than three minutes in length—five 
minutes at most. Include the name 
of the speaker in full, his organiza- 
tional connection and job title, title of 
his speech and enough of his back- 
ground to explain why he is present. 
A skimpy introduction is as bad as a 
long one, 

By all means, the chairman must 
not yield to the temptation of a micro- 
phone and fall in love with the sound 
of his own voice. After all he is not 
the principal speaker—only the intro- 
duc er. 


Write Introductions 


Introductions should be written out 
because too many of us may think we 
are brilliant improvisors but too often 
we fall flat on our faces. Be certain 
that you know how to pronounce the 
speaker’s name correctly and as the 
chairman be certain that you meet 
him in advance of presenting him. 
Don’t try to be witty—don’t belittle 

don’t patronize! 

‘The chairman of a meeting may 
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Make Your Next Convention 
or Meeting a 


TRIUMPHAL SUCCESS 


AT MATCHLESS 


LAKE PLACID 


‘The Most Beautiful Place In The World” 
Where Tensions Vanish and Relaxation 


Makes for Concentration 


Complete Modern Facilities 

Finest Hotel Accommodations and Service 
A Wonderland of Year-Round Scenic 
Pageantry 

Seasonal Sports and Spectacular Sports 
Events 

Shops . . , Theatre . . . Church 

Easily Accessible by Air, Rail, Highway 
Cooperation, Hospitality, Service That 
Will Bring You Back to Lake Placid Again 


THE HOMESTEAD * MIRROR LAKE INN 
* ST. MORITZ HOTEL 
* LAKESIDE INN 
LODGE & MOTEL 

OLYMPIC ARENA AND LAKE PLACID 
CHAMBER OF COMMERCE 


For Complete Information, write 
HUDSON H. TANNER—Executive Director 


LAKE PLACID CONVENTION BUREAU 
LAKE PLACID. N.Y 


BUSINESS 
IS A 
PLEASURE 


. at the Berkeley where 
everything is geared to 
make your sales meeting 
a big success. 


The Berkeley—within easy 
traveling distance from New York 
and Philadelphia—offers facilities 
for meetings of 6 or conventions 
of 600 in an atmosphere conducive 
to concentration. Many social 
activities for after-business fun. 
All dining and meeting rooms and 
many bedrooms air-conditioned. 
For full information, write or phone 
Mr. C. Conrad Stuart, Sales Manager— 


PRospect 5-5000 or WOrth 2-4018 
in New York 


HOTEL 


BERKELEY- CARTERET 


ON THE OCEAN AT ASBURY PARK, 
Only one hour from New York 
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have trouble staying awake during 
the speech but it is worth the effort. 
He should be alert. There should be 
no back and forth conversations at 
the speaker’s table. Don’t shuffle pa- 
pers around; don’t wave at others 
in the room. 


Sit in Front of Speaker 


It is a good idea for the meeting 
chairman, and others on the program, 
to sit in front of the speaker, or off 
to one side, rather than behind him. 

If you have an agenda of other 
business at your meeting, be certain 
that the business does not infringe 
upon the time which you have al 
lotted to your speaker. If a speaker 
is told that he has 20 minutes you 
ought to be certain that he has 30. 
It is an insult to bring the speaker 
to a meeting with the understanding 
that he can talk 30 minutes and then 
to advise him a few minutes in ad 
vance of his speech that he has only 
29 minites or 15—no matter what 
the reason is. It is always better to 
have your meeting break up earlier 
than to have it run overtime or to 
tell the man who has given his best 
to be with you that he must forego 
much of what he has prepared. Many 
speakers who are summarily advised 
that their time is cut short are tempted 
to say that the group can go to hell! 


Questions and Answers 


If your speaker is giving an inspi 
rational talk a question and answer 
session is out of place. If it is a tech 
nical talk, the speaker should under 
stand that you will have a question 
and answer period. If it is a small 
group, questions can come directly 
from the floor. If it is a large group, 
question cards should be handed out 
to the g 
written down as they occur to the au 
dience and then collected and given 
to the speaker. In any case, after the 
speaker is through, the least that you 
can say as a chairman is a hearty 
“thank you” for his appearance. Even 
when the speaker is paid a fee he 
deserves and needs the 


group and questions should be 


appreciative 
thanks that should come for a job 
well done. 


After the meeting: A thank you 
letter is an absolute must following 
your meeting. Everyone feels good 
when he receives a thank you note 
of appreciation from the program 
chairman, if the talk has been a good 
one, send a letter of commendation 
to the speaker's boss. 


If your speaker has been unpaid 


Are your conventions 
in a domestic rut? 


It takes no more time 
or money to have an 
overseas convention 


by air... ite 


for full information write 
Pan American, P.O. Box 1790, 
New York 17, N.Y 


PAN AMERCCAN 


World's Most 
Experienced Airline 


World's First and Only Portable All- 


Aluminum Lectern—Has Tough Plastic 
Skin of Mahogany Woodgrain Finish 


Folds up for easy 
Has adjustable light fixture. Made of viny! 
plastic bonded to aluminum- 
destructible. 


also available. 


carrying or storage 


virtually in 


A portable table model is 


Write for literature to 


ORAVISUAL CO., INC. 


Box 609A St. Petersburg 2, Fia. 
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WHEN 


CONVENTIONS 


COME 


MARCHING 


OUR 


The entire staff of the Hotel 
Thayer stands at attention. 
In reviewing our services, 


you'll find: 
IDEAL LOCATION 


... 50 miles from 
New York City on the Military 
Reservation of the United 
States Military Academy 


TRADITIONAL HOSPITALITY 
. thoughtful comfort from 

the moment of welcome to 
time for leave-taking 


PRIVATE FUNCTION ROOMS 
. for groups of 20 to 400 
persons fe the spacious 
Crest Room and smaller 
meeting rooms 


BANQUET FACILITIES 


... superb food and fine 
drinks, artfully prepared and 
served in a gracious manner 


ATTRACTIVE ACCOMMODATIONS 


. 196 guest rooms in addition 
to comfortable quarters for 
172 persons in dormitory 
rooms 


“AT EASE” HOURS 


. guided tours of historic 
West Point. Sports and 
recreational activities nearby. 


For rates and information write to 
William R. Ebersol, Manager 


U.S. 
HOTEL 
THAYER 


WEST POINT, NEW YORK 


send a small gift to his home as a 
gesture of appreciation. Something 
symbolic of the meeting if possible- 
product of one your company mem- 
bers or maybe an inexpensive gift 
from the organization itself. 

In your letter of thanks it would 
be nice for you to ask your speaker 
what improvements can be made in 


your meeting procedure. Make it 
clear that you are not looking for 
praise, but helpful advice that will 
possibly help future meetings. 

And finally, let your speaker know 
if you have recommended him to 
other groups. That is the highest com- 


pliment that you can pay him. 
The End 


Get-Acquainted Bingo 


Allied National Drive-In Assn. 


turned the old fashioned “Bingo” 


game into a sure-fire get acquainted stunt at its convention. 


ach delegate was given a blank bingo card when he registered. He 
was instructed to fill in each space with the signature of a fellow 
conventioneer. Because there are 24 blank spaces delegate had to intro- 
duce himself to at least that many people in order to fill his card. 


On night of the convention banquet a drawing was held. Instead 
of conventional numbers, names of delegates were drawn and an- 
nounced. As each person’s name was called he stood up to give every- 
one a chance to see him. Cardholders who had his name, covered it 


on their cards. 


(same continued until someone completed a full line 
of five spaces, and won the prize. 


Enthusiastic convention officials credit the stunt for helping ‘to 


break the ice.” 


HAVANA or NASSAU 
via 5/s FLORIDA from Miami 


HAVANA 

Round Trip 

(Every Mon. and tax 
Wed. 5 P.M.) 


Make these funpacked 
Havana or Nassau Cruises 
a part of your program 
to help build Florida 
Convention 
Attendance 


P & O STEAMSHIP COMPANY e 


NASSAU $ 
Weekend 
Cruise Every 
Friday 5 P.M. 


INQUIRE ABOUT SPECIAL GROUP PLAN 
Arrange for your Members to come a few days early . . . or 
stay later for needed relaxation . 
to gay Havana or colorful Nassav . . 
air-conditioned comfort . . 
ond bor .. 


Write for Complete Information . . 


P. O. BOX 1349 


. by sailing overnight 
. with delicious meals in 
- deck chairs . . . cocktail lounge 
- all included in the low-cost fare. 


. But Do lt Now! 
MIAMI 8, FLORIDA 


. dancing . . 
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AT LAST! A BUILDING EXPRESSLY DESIGNED FOR TRADE SHOWS 


Yew Yor 


KTRADE SHOW 
BOT LYDPiI NG 


EIGHTH AVENUE AT. 35th STREET 


4 floors—200 rooms Tunnel to Penn Station 
Adequate facilities 


Restaurant & Beverage facilities—room service 


1 open floor of 18,000 square feet 
Fully air-conditioned 

Free tables, shelving, racks 
Spotlights—special peg-board display walls 
No gratuities for service 

Nearly 5,000 hotel rooms adjacent 

Center of Show Area 


Acoustical ceilings 

5 hi-speed elevators plus heavy duty freight lift 
Modern lighting equipment 

Crew of experienced personnel 

8th Avenue, 35th to 36th Streets 


S(t(tinae 
. va ee We oe We We 


FOR Write: Duane W. Carlton, New York Trade Show Building, 
INFORMATION 500 Eighth Avenue, New York 1, N. Y. * LOngacre 5-7800 


PICTURE YOUR SALES MEETING OR 
CONVENTION AT THE CARIBE HILTON 


An exciting Caribbean holiday awaits you and 
your family at the glamorous Caribe Hilton in 
colorful San Juan... only three hours from 
Miami, five hours from New York. 


Here, in an enchanting island setting, you will en- 
joy delightful days swimming in the ocean or pool 
(private beach and cabanas at front door), fishing, 
sailing and playing tennis. Evenings you'll dine 
and dance in the gay Club Caribe. The air-con 
ditioned Caribe Hilton has 300 rooms, each with 
bath and ocean-view balcony. A new wing with 
100 rooms will be ready in December 1957 


Plan now to visit The Caribe Hilton! 


Travel does not involve passport, customs 


or currency exchange problems 


After your Miami convention is adjourned 
. vacation at the Caribe Hilton 


A Grand Award for Salesmen .. . it's a 
real sales incentive to spark any contest 


and make every man double his quota SAN JUAN + PUERTO RICO - USA. 


For information or literature: Joseph 7. Case ules Manager, Hilton Hotels International, 
Ibe Waldor{- Astoria, New York 22, N. Y., Telephone MUrray Vill 82240 
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TWO-STORY EXHIBIT is 
used by Leeds & Northrup 
when height restrictions are 
relaxed. Upper floor serves 
as private consultation 
area, Even on stairway be 
tween levels, space has 
been utilized for effective 


panel disp ay 


What Can 


Use of cubic area in exhibits put to practical test at In- 
strument Automation Show. New era in design in prospect 
if trend is picked up by other shows. Most like results. 


Visitors and exhibitors at the 11th 
Annual Instrument Automation Con 
ference and Exhibit recently on the 
boards at the New York Coliseum 
were seeing all sorts of new things 
including models of the earth circling 
atellite 


DIFFERENT APPROACH to use of cubic content is taken 
by Foxboro, Open, walk-through unit permits larger number 


of visitors to examine materials on display 
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But one of the innovations which 
aroused much interest was the intro 
duction into this major trade show 
of the cubic content type of display. 
New booth designs permitted by this 
deviation from standard rules gave 
the show something of a world’s fair 


| TR 


Henevwell 


than usual. 


You Do with Cubic Content ? 


atmosphere. 

For years, trade show rules and 
regulations have remained _ static. 
‘They have adhered to the eight-foot 
backwall and three- or four-foot side 
dividers between booths. Even pre- 
fabricated or specially constructed 
booths have had to conform. 

Also, for years, showman Fred J. 
‘Tabery has advocated a liberalization 
of these rules and regulations. This 
year, with ‘labery managing one of 
the important trade shows in the 
country, he decided to make the move 
he had long sought to convince show 
managers was inevitable. 


INEXPENSIVE BOOTH CONSTRUCTION is proved possible when cubic 
content is utilized. Here a maximum number of items are on display in 
small booth without cluttered appearance—impossible in standard booth. 
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Specific areas were set aside in 
which exhibitors wishing to take ad- 
vantage of the relaxed rules could 
use the cubic content type display. 
This permits an exhibitor to come out 
full height on both sides of his booth, 
as well as on the backwall, and to do 
anything he desires within the booth 
with partitions, showcase effects and 
other unique methods of presentation. 
In addition to utilizing this type of 
booth, which until now had been con- 
sidered unorthodox, exhibitors were 
permitted in some areas to build as 
high as 15 to 18 feet. 

In explaining his move, Tabery em- 
phasizes that with the growing im 
portance of trade shows as an adver- 
tising medium, he feels exhibitors 
should be allowed to make their pres- 
entation in the best possible manner 
and have the same flexibility permitted 


advertising managers in writing copy 


and preparing layouts. ‘This permits 
the trade show exhibitor,” says 
Tabery, “even in a standard 10 by 
10 foot booth, the advantage of a 
three-page spread for the price of one. 
It gives more display area per dollar 
of cost than the generally accepted 
type of trade show exhibit.” 

He points out the increased op 
portunity it gives for displaying prod 
ucts or services. Recognizing that the 
cost of space is a minor factor, T'abery 
feels that the expense put into trans- 
portation of products and personnel, 
and advantages of good visual dis 
plays, make it obligatory to see that 
exhibitors, and visitors who travel 
great distances to see the products 
and services displayed, have the maxi 
mum opportunity for showing and 
viewing them. 

Reports from the Instrument Auto- 
mation Show indicate that “‘Tabery 
made a move in the right direction. 
Exhibitors at their annual meeting 
voiced a vote of thanks to him for 
his progressive and forward thinking. 
‘They were enthusiastic about taking 
advantage of the unlimited potentials 
of the new type of display. Some 30 
show managers visited the Coliseum 
during the week and evidenced to 
‘Tabery their approbation of his move, 
indicating that they are considering 
this advance for their future show 
planning. 

A few diehards, of course, naturally 
found some fault with the move. In 
response to their expression of dissatis 
faction that this type of display could 
easily be a disadvantage because it 
would block the vision to adjac ent 
exhibitors, “Tabery points out, from 
his many years of experience, that this 
is not the case. He feels, to the con- 
trary, that it gives more privacy. 
“After all, a man can’t talk to a pros- 
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MAJOR PRODUCT DISPLAY for Beckman is in 50 by 20-ft. area (above) while across 


aisle an attractive information and consultation area (below) also utilizes cubic content 


flexthle frameworks 


STRUEC all aluminum | 


‘BUILD IT INTO ANY SHAPE. 


ATTACH OR SUSPEND PANELS | 
DRAPES, CABINETS, LIGHTS 
STRONG, LIGHT, COMPACT 

| 


| 
il HH used for: 

] Trade Shou j 
| Sales Meetings 
| | Exhibits 
| Showrooms 
| Galleries 


I 
| by 

| | Display Builders 
it | Busine res 


Museums 
Universities 


| 


STRUC-TUBE 260 WEST 8ST. N.Y.C. 
| | CAnal 6-4937 


WANT TO WOO 
DEALER SUPPORT? 


Dramatize 
your next promotion 
with a brochure that sells. 


The Chartmakers, Inc. 


COMPLETE VISUAL SERVICE 


VISUAL AIDS FOR 


Lining up a Promotion - 
K 


Holding a Meeting 
Selling a 
Product or Idea - Praining Dealers or 


Employees - 
480 LEXINGTON AVENUE, N.Y.17 


MUrray Hill 68-2760 
‘ne 


Interpreting Statistics 


68 


CENTER TREATMENT in Dekoron booth would not be permissible under regular rules. 


pect until the prospect is at the booth. 
No one ever made a sale from 50 
feet up the aisle. When you read a 
magazine you can’t see the ad on the 
next page without turning the page, 
and then you can concentrate on that 
ad without being distracted by the 
ads on the preceding pages,” says 
‘Tabery. “It is the same with the new 
type of display,” he continues. “When 


a prospect reaches the cubic content 


display, he is not distracted by the 
‘ad on the next page.’ ”’ 

This will open an entire new area 
of operation for everyone interested 
in trade shows and trade show dis- 
plays—show managers, design and 
construction firms, artists, and others 
in related industries—Tabery prophe- 
sies. With the use of this new type of 
display, maximum opportunity is of- 
fered—a chance to see from all sides. 


Alcoa Barnstorms 15 Cities in 30 Days 


When it comes to barnstorming, 
Aluminum Company of America is 
second to none! Pittsburgh - based 
firm’s “Builders’ Clinic on Aluminum 
Clad Insulation” toured 15 cities, 
from Philadelphia to San Francisco, 
in just 30 days. . 

Clinic featured dramatic presenta- 
tion outlining advantages of alumi- 
num-clad insulation, backed up by re- 
sults of recently completed tests by 
National Bureau of Standards and 
Pennsylvania State University. 

‘Time element was biggest problem 
faced by the meeting planners. Re 
search findings were not announced 
until early summer and Alcoa wanted 
to get the information to builders as 
soon as possible. Live show was de- 
cided on as more effective and more 
personal than direct mail or trade ad 
vertising. 

Max Richards, Inc., New York 
City industrial show producer, wrote 
and produced the clinic. Ketchum, 
MacLeod & Grove, Inc., Pittsburgh, 
Alcoa ad agency, hastily booked hotels 
in 15 cities. Hotel ballrooms had to 
be large enough for stage, show equip- 
ment and 200 to 700 guests. Impor 
tant factor was finding rooms with 
ceiling large enough to accommodate 
16-feet-high stage mountings. 


Home builders in each city and 
surrounding areas received personal 
invitations to the show from Alcoa’s 
local offices. Telephone was used in 
most cases, 

Because of the tight schedule, the 
show flew whenever necessary, mak- 
ing lightweight equipment a must. 
Especially constructed stage was made 
entirely of aluminum. Both platform 
and stage were adjustable—in case of 
low ceilings or hanging chandeliers. 

Show was built around slides pro- 
duced by Cellomatic Corp., New 
York City. Two professional actors 
got an assist from Charles Pridmore, 
of Alcoa’s engineering department, in 
explaining the various charts and 
graphs. Mary Patten, Broadway ac- 
tress, offered tips on selling to the 
housewife. (Example: Sell a small air 
conditioning unit, but never a small 
heater. ) 

Clinics also marked kick-off of 
Alcoa’s $1 million advertising pro- 
gram on consumer and trade levels 
to promote aluminum-clad insulation. 

Tentative plans call for 45 clinics 
in 45 cities in 1957. “Looks like a 
busy year ahead,” comments George 
‘Tonjes, Ketchum, MacLeod & Grove 


merchandising department. 
The End 
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YOUR CONVENTION . 


« 


HOST FROM . 


~e 


COAST 10 COAST... 


Canada’s 
IO top 
convention 


hotels 


ie 


CHATEAU LAURIER—550 rooms 
Ottawa, Ontario One of the 
world’s finest hotels, located in 


THE MACDONALD 480 rooms 
Edmonton, Alberta. .A sparkling 


THE FORT GARRY—265 rooms 
Winnipeg, Manitoba In the 


THE BESSBOROUGH 260 rooms 
Saskatoon, Saskatchewan 


THE NOVA SCOTIAN 150 rooms 
Halifax, Nova Scotia Over 


the heart of Canada’s capital 


Every modern facility 


new 15-storey wing. Expanded 
convention facilities 


Chicago of Canada and 
splendidly equipped to handle 
all business and social functions 


especially designed and equip 
ped for all convention require 
ments 


looking historic Halifax harbour 
this modern hotel ranks among 
Canada’s best 


THE CHARLOTTETOWN 
Prince 
“Garden 
Famed 


rooms —Charlottetown, 
Edward island the 
Province’ of Canada 
seafood cuisine 


110 


NEWFOUNDLAND HOTEL—140 
rooms St. John's, Newfoundland 

Centrally located in the 
capital city of the Province of 
Newfoundland 


HOTEL VANCOUVER * 560 rooms 
Vancouver, British Columbia 
Canada's West Coast Metropolis 


and convention headquarters 


THE QUEEN ELIZABETH 1216 
rooms — Montreal, Quebec . . . to 
open early in 1958. A magni 
ficent, new, fully air-conditioned 
Canadian National Railways 
Hotel operated in association 
with Hilton of Canada Ltd 


JASPER PARK LODGE 650 quests 
Jasper National Park, Alberta 
Open during summer season 
Showplace of the Canadian 
Rockies. Unexcelled convention, 


sport and recreational facilities 


Want your next convention to be the most successful 
ever? Then stay at any of these Canadian 
NATIONAL Railways “Hotels of Distinction” and 
enjoy unsurpassed meeting facilities. More than 
that, consider the fabulous sport and recreational 


Convention Planning Service: 

Canadian National's Convention Bureau has the 
knowledge, experience and facilities to assist you 
in planning a successful, enjoyable convention. 
Why not use these advantages to the benefit of 
attractions they offer, plus of course, the very your own organization or association. For infor- 
finest in service and accommodations. 

Canadian NATIONAL Railways will you 


time and trouble by completing all arrangements 


mation write to:— 


save 
A. P. Lait, Manager 


Convention Bureau, (CANADIAN 
NATIONAL 


RAILWAYS 


for both transportation and hotel accommodations. 
We'll also plan interesting pre-convention and Cenedian National Railways, 
Montreal, Quebec, 


Canada. 


post-convention ‘Maple Leaf Package Tours”. 


*Under joint management of Canadian National Railways and 
Canadian Pacific Railway Company. 
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@ All rooms with private bath and ‘phone 
® Accommodations for 150 people 
© Large variety of modern meeting rooms 
© Unexcelled Pennsylvania Dutch Food 
@ 16mm sound movie projector and screen 
@ Public address system 
© Panels and blackboards 
@ Raised speakers platform with ragtrum 
@2” x 2” and 35mm kodachrome 

slide projectors 
© Easily accessible by car, 

bus, rail or air. 

only 100 miles from New York City 


RECREATIONAL FACILITIES 


golf, 9 & 18 hole courses 
deck tennis , 


SA, 


/ 


2 swimming pools 
badminton 
shuffleboard 
horseback riding 


ih 


archery 

billiards 
sun bathing 
~ croquet 
ee “a table tennis 
1 [ uD horseshoes 
\ ] : 2 t jf, mountain hiking 
J mG indoor games 


putting green 
outdoor barbecues 


* Parisian Cocktail Lounge 


For full information and brochure, write 
Chas. D. Geissinger, Managing-Owner 
Mrs. Bert Burkehouse, Convention Secretary 


HOLD YOUR NEXT MEETING 
high up in the beautiful Poconos af 


Inney ha pount ino 


MOUNT POCONO 51 


PENNSYLVANIA 


IN NEW YORK CITY, PHONE: 
John Potteiger, N. Y. Convention Rep. 
TEmpleton 1-2605 
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: BY WILLIAM J. TOBIN 


ADDED 
cities 


At a recent gathering of the clan 
(New York Sales Executives Club) 
| posed this question to as many of 
the members as I could collar in the 
four hours we were there: ‘What is 
the biggest problem you have in con- 
ducting a sales meeting?” 

Something like half the members | 
queried came back with “Getting 
salesmen to take an active interest in 
the proceedings of the meeting” ° 
or, comments closely paralleling this. 
This surprised me somewhat because 
participation is a key word in selling. 
And, if anyone should be an old hand 
at this game of gaining participation, 
the veteran sales executives I spoke 
to should have been. 

I doubt that there is a sales execu- 
tive in America today who doesn’t 
appreciate the value of participation 
Customer par- 
ticipation in a sales talk or demon- 


in a sales interview. 


stration is one of the foundation stones 
of successful, individual salesmanship. 
Without it, sales come harder; with 


it, sales come easier. 
Executives Too Busy 


When it comes to injecting par- 
ticipation into a sales meeting, how- 
ever, some sales executives seem to be 
at a temporary loss. This may be 
because they are too busy with plans, 
ideas and procedures. 

In planning stages of a sales meet- 
ing, participation probably seems to 


Techniques to get active 


participation into all of 
your sales meetings. 


be of secondary importance. Post- 
meeting thinking, however, makes the 
planner realize that if he had been 
able to inspire a little more interest, 
enthusiasm and involvement of the 
physical and mental faculties of his 
men during the meeting, sales devel- 
opment results might have been far 
different. Sales, or the personal de- 
velopment of each: salesman might 
have been given a bigger shot in the 
arm. 

If this describes a situation and 
need that is familiar to you, take 
heart! 

Here are 43 ways to inspire your 
salesmen to take a more active inter- 
est in the proceedings of your sales 
meetings. You can pick and choose 
the techniques best suited to your 
Wise use of two or more 
should mean quicker comprehension, 
acceptance and mastery of your meet- 
ing objectives by your salesmen. 


needs. 


Important thing to notice: Com- 
mon denominator of all these sugges- 
tions is that it assigns a job, role, duty 
or part to salesmen. 


As Members of a Team 


1. Organize “buzz” groups, use 
panels, break up salesmen into com- 
mittees, assign two or more to a team. 
Have teams compete against each 
other for best answers to tough sales 
problems. 
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IDAHO 


GOLF ¢ TENNIS * SWIMMING 
HORSEBACK RIDING® FISHING 
SKEET AND TRAP SHOOTING 

MOVIES * BOWLING 

DRIVE YOURSELF SERVICE 

OUTDOOR ICE SKATING * DANCING 
AND EVENING ENTERTAINMENT 


Owned and operated by 
Union Pacific Railroad 
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his sales meeting 
ended 20 minutes ago 


Sure, he is getting more good out of this 
convention. When the day's business is 
wrapped up, it’s only a matter of minutes 
till he is out pursuing his favorite pastime— 
playing golf, ice skating, shooting trap 

or skeet, swimming or just sitting and 
soaking up the sun. Fact is, even the 
business meetings seem more fun. 

Let us show you how nicely our facilities 
will meet your convention requirements. 
Just write Mr. Winston McCrea, Manager, 
Sun Valley, Idaho. 
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MEETING ROOMS 


No. of Rooms Max. Capacity 


OPERA HOUSE 500 
DUCHIN ROOM 100 
SLALOM ROOM ) 100 


Numerou 


BANQUET ROOMS 


No. of Rooms Max, Capacity 
LODGE DINING ROOM 350 


CONTINENTAL 600 


Liquor by the drink avatlable per state laws 
except Sunday and designated holidays 


RATES 
AMERICAN PLAN 


$] 5 per person, two 


EUROPEAN PLAN 


in @ room RATES ON 
© person, REQUEST 
$] as ond 
union CAPACITY 


PACIFIC 
RAILROAD 


Sleeping accommodations for 500 persons 


2. Pit one side of a room of sales 
men against the other. Pose a chal- 
lenging question that calls for a mul- 
titude of suggestions, solutions or 
ideas, and alternately ask for them 
first from one side and then the other. 
Sample questions: “How many differ- 
ent sources of new prospects can you 
name?” “Let’s see which group can 
come up with the most ideas for using 
time between calls.” 

3. Use the seminar method. It is 
especially adapted to limited-category 
groups problem 


cubs veterans or 


Yes, your inquiry to the Skirvin 
is the first step in planning o 
successful sales meeting or 
convention, 

Fine food, beautiful surround- 
ings and comfortable accom- 
modations prevail — plus a 
healthy addition of that im- 
portant ingredient . . . exper- 
ienced, friendly cooperation. 
We truly welcome the oppor- 
tunity to tell you of our com- 
plete facilities for handling 
any size group, including 
closed-circuit television meet- 
ings. @ Write for our de- 
tailed “Facts File.” 


Dittes 


OKLAHOMA rT 


territory men, for example. Have one 
man describe a problem and the others 
act as advisers. 

4. Ask for a group performance. 
Say, for instance: “Let this be a shirt- 
sleeves session in which everybody 
gets into the act. Everybody take off 
his coat!” 

5. Let your men stage a sales 
meeting without you. Have them re- 
port to you individually at the next 
sales meeting you conduct. 


6. Appoint a panel of interpreters. 


‘Otte vt iov : ( AY IOM DA ov Manager : 


—~ 
Ee. tre 


CONDITIONING 


CONVENIENT 
AUTO REGISTRY 


gulieakapaniecicwtivetinntindseininailen & 


Select a random panel of salesmen 
from the audience who, during or 
after a talk, translate points made 
into their terms. 

7. Organize a group game. This 
will pre-heat your audience and loosen 
their muscles and tongues for the 
serious, later business of the meeting. 
Top executives of one company hit 
on the idea of a square dance to en- 
liven a sales meeting. A team of 
executives and their wives gave a brief 
exhibition of square dances. Then the 
audience was asked to participate. 


As Contestants, Prize Winners 


8. Pay for their participation. Toss 
silver dollars out at your audience. 
Reward them for bright contribu- 
tions, correct answers, thoughtful 
comments, ideas, etc. 

9. Pass the buck. Pass a real bill 
($1 to $100, for example) around 
the conference room table. Award bill 
to man with best answers to a difficult 
sales problem. Or, have your audi- 
ence for the best man. 

10. Stage a contest during the 
meeting. Some themes that will in- 
spire a lot of give and take: (a) “In 
the first five minutes of this meeting, 


vote 


Pleo rr ee ee re ee 


ANOTHER 
‘@ “First” 


“DO-IT-YOURSELF” 
CONVENTION KIT 


Interesting * Informative * Invaluable 
for planning 


CONVENTIONS 

INCENTIVE GROUPS 

EXECUTIVE MEETINGS 
INTER-AMERICAN CONFERENCES 

PRE & POST CONVENTION MEETINGS 


kA A ee << ome ao 


Simply write or phone: Mr. Beverley 
Miller, Director of Sales, Virgin tsle 
Hotel, 502 Park Avenue, New York 22, 
N. Y. MUrray Hill 86-0712. 


ON ST. THOMAS, VIRGIN ISLANDS 


The Most Mognificent Hotel in the Americas” 
So Foreign—Yet so Near.’ 
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different ways for han- 
dling a price objection can you make 
a note of?” (b) “Using this phone 
(you could have one temporarily in- 


how many 


stalled in the conference room) who 
will be the first to try to arrange an 
appointment with a new prospect ?” 
c) “Gruess the years of sales experi 
ence represented by all of us in the 
meeting room today!" Make nominal 
awards: turkeys, cases of liquor, wal 
lets, watches, etc. 


11. Play bingo. Firm that did tied 
it to a one-by-one unveiling of news- 
papers and magazines scheduled for 
the company’s ad campaign. Salesmen 
punched out names of newspapers and 
magazines on prepared cards. Men 
with bingo won prizes. 


12. Pair off men in a guessing con 
test, or into problem-analysis teams. 
‘Teams with most acceptable answers 
are recognized, till next weekly meet 
Wonders” or 


awarded nominal prizes. 


ing, as “Seven Day 


13. Hand out surprise packages. 
Pick them for relevancy. A man who 
is expert at handling customer com 
plaints might be given a coil of wire. 
Ask him to explain the a 


‘ olved. 


robaties in 


¥ XX HHH 


OVERCOMING 


OBJECTIONS 


A PRIZE WINNING SALES TRAINING FILM 


One of the best ways to help 
salesmen and dealers is to 
show them sales champions in 
action. This film does just that. 
Featuring Borden and Busse-— 
oce sales training team—it 
will give your next meeting 
a big boost in audience im- 
_ pact. Try it and seel 


You can rent or buy a print 
of OVERCOMING OBJEC- 
TIONS. Details, plus our new 
film catalog, mailed on re- 
quest. Write to— , 


DARTNELL 


4660 Ravenswood +» Chicago 40, iil. 


HEADQUARTERS 
FOR SALES 
TRAINING FILMS 
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14. Use quiz downs. Use mechan- 
ics and showmanship of old-fashioned 
spelling bee with a list of questions 
about the product to spark enthusiasm 
and participation of your entire audi 
ence. 


15. Hand out checks made payable 
to each salesman for a worth-while 
contribution—but without any signa- 
ture. Announce that checks will be 
signed when salesman wins a meeting 
contest, is voted ‘man who contrib- 
uated most to the discussion,”’ ete. 


16. Try a debate. 


Match a team 


of men against each other. Ask for 
pros and cons of some sales topic of 
interest and importance to the com- 
pany’s sales efforts. 


As Role Players and Actors 


17. Use the good old standby, in 
which one salesman plays the part of 
the customer and another the part of 
the salesman. Alternate suggestions: 
(a) Conference leader, sales manager 
for example, talks the role of the cus 
tomer from in front of the meeting 
room and a salesman seated in the 


Fly in luxury on 


world’s 
largest 
airliner 


Delegates arrive refreshed when they fly Northwest's luxurious 
Stratocruisers—world’s largest airliner. And the fun begins on 
the way in the gay new Fujiyama Room, NWA’s exclusive 
lower-deck refreshment lounge. Fly to the next convention in 
real first-class luxury —fly Northwest Stratocruisers! 


You're a specia/ guest when you fly Northwest! 


NORTHWEST 


Cnient AIRLINES 


> 2. & 2 2 2S F 
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CONVENTION EXPERTS in the following cities: Anchorage « Atianta 
Billings « Bismarck « Boston «+ Bozeman « Butte «+ Chicago « Cieveiand 
Dalias « Detroit + Edmonton « Fairbanks « Fargo « Grand Forks « Great 
Falis + Helenas tong Kong. Honolulu « Jamestown « Kalispells London 
Los Angeles « Madison «+ Manila+e Milwaukee « Minneapolis « Missoula 
New York « Okinawa + Osaka « Philadeiphia « Pitteburgh « Portiand 
Rochester «+ Saint Paul « San Francisco « Seattie « Seoul « Spokane 


Tacomas Taipel+ Tokyo + Vancouvers Washington « Winnipeg + Yakima 
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Os Your Next Sales Meeting or Convention { 


E } 


Something 


wave W } f inthe Air... | 
: : } | Makes a Meeting Click! 
-_\ ee | | 

wv aeX nicl ] And you won't wonder what that 


~“ P something is once you've made the 
HOTEL NEW WASHINGTON your 


Seattle Headquarters for sales meet 


a ie ds 


3 
f. 
} 
phere here that makes a meeting or 
DONE s = Complete convention really meet with your 


ings and conventions, It’s the atmos 


Pye et ee 


4 convention or sales meeting heartiest approval. Whether your 
, fac ngewe — Lage a meetings ard lerge or small, they are 
yus outside you aoo 4 
air conditioned rooms; open q of major importance to us. 
year-round; centrally lo y . 
4 cated; Western Hills Lodge ¥ 
; is ideal for all groups up to ; i It's no wonder that in Seattle, the 
ae people. Enjoy — {| {HOTEL NEW WASHINGTON is pre- 
wating wimming, Ors 
back riding, dining and dane , ry ferred by leading national firms such 
oa’ oP pr resort luxury , {2 as A. 0. Smith Corporation and Philco 
. a OTe p ces q : | 
f yl ? for their meeting headquarters. Assoc 
, Q ¥ 
a For reservations, call, 4 iations also, like the Textile and Apparel 
write or wire: Chartes "\ Industry, headquarter) here during 
r W., Bl Mer., Western 1 
F Hills Lodge, Wagoner, 4 their market weeks each year. You'll 
3 y 
j Oklahoma, Phone 1290 i { : a. ' 
4 Vablequah. TWX 472 , Jy. (prefer it too, .. once you've tried it 
7 ‘ { 
- Ah 
7 At 
A terr 
7 } Hot E 4 / 


3 HOTEL 
Sequoyah NEW WASHINGTON 
STATE PARK SEATTLE, WASHINGTON 
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Nobody, but nobody, ever 
passes up the chance to attend 
a convention or group gathering in 

the one—the only—the glamorous 


more-of-everything Miami 


Write 
CONVENTION BUREAU 
320 N.E. Sth St 
Miami, Florida 


74 


Fw ST ee 


audience tries “to sell him’’; (b) in 
the same situation, salesmen do it 
progressively, “carry the ball,” in try- 
ing to sell the sales manager; (c) use 
props and stunts (example: toy tele. 
phone with a re-enactment of how a 
top salesman secures appointments 
with hard-to-see prospects ). 


18. Have an auction. An annual 
auction is the high spot of the year 
for the salesmen with one firm. At 
this meeting, salesmen auction off 
prospect cards to each other. Each 
man gets up, outlines the case of each 
prospect, asks for suggestions on sell- 
ing him. If a fellow salesman offers 
a thought that the owner of the card 
hasn't tried, the owner keeps the card; 
otherwise he auctions it off for not 
less than Pe cents and not more than 
$2. 

19. Challenge each salesman td 
come prepared to tell a sales story 
with a prop. Example: One salesman 
might bring in a fishing tackle and 
start off with “Let me tell you about 
the one that got away!” Or, ‘“Here’s 
a fishy story, if I ever heard one, that 
I got from a prospect the other day. 
Here’s how I turned it into a sale.” 


20. Plan a mock trial. Make sales- 
men defendants, judges, lawyers, wit 
nesses. Attempt to make a “‘case”’ for 
or against the defendant’s “gross neg 
ligence”’ in prospecting, planning, fol- 
low up after the sale, etc. 


21. Give salesmen something to 
wear. A narty hat or a fake mous- 
tache will change the personality of 
an entire audience. Assign each man 
the job of shaking your hand and tell 
ing a clean joke. (juest speaker at a 
Hathaway shirt sales meeting was 
rreeted by everyone in his sales audi 
ence wearing an eye patch over one 
eye-——the latter is featured in all com 


pany advertisements. 


As Learners and Students 


22. Suggest your men make pen 
ciled notes of key discussion points. 


23. Encourage them to add to a 
list of blackboard items started by the 
conference leader. Example: “The 
BIG buying objection I met this week 


was... 


24. Use a pre-meeting letter. Let. 
ter sent prior to meeting asks men 
to bring in material, information, 
problem situations. Or, they report 
on a customer or competitive activity. 
Discuss their findings. 

25. Drill, quizz and test your men 
in recommended techniques that win 


customers and sales. 


} 
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HOLD YOUR CONVENTION IN 
Year ’Round 


“Indian Summer” 
CLIMATE AT THE 


on hie Le 


AUGUSTA, GEORGIA 
“*Golf Capital of the Nation" 
The South's finest facilities 
for conventions 
@ ALL PUBLIC SPACE 
AIR-CONDITIONED .. . including 
@ all restaurants, cocktail lounge, 
lobby, meeting rooms and most 
guest rooms. 
@ 400 rooms with bath 
© Spectacular, outdoor swimming 
pool 
®@ Golfing privileges (five minutes’ 
walk from hotel) 


For information write: 


\ Ralph Breshears, Managing Director 


The Dennis 


has recently completed an ex- 
tensive construction program 
resulting in an improved hotel 
entrance and Front Office as 
well as a new coffee shop and 
the FJORD ROOM Atlantic 
City’s smartest cocktail bar. 
Dancing and entertainment 
nightly. 


We also offer 


; 10 modern meeting 
rooms for 10 to 400 persons 
. « « Atlantic City’s most con- 
venient ocean front location. 
3 minutes from Convention 
Hall. 5 minutes from the rail- 
way station 


. « « 500 immaculate, beauti- 
fully appointed guest rooms, 
many with ocean view. Singles 


from $8; doubles from $11 


Fer additional infermatien write 
Jehn &. Letshman, Director of Sales 


ee ¥ 
Sil MINNIS 
Boardwalk at Michigan Avenue 
ATLANTIC CITY 
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As Leaders, Meeting Assistants 


26. Use some of your salesmen- 
audience as prompters. Give one or 
two of them a question to ask the 
speaker to “break the ice.” 


27. Have salesmen with tough 
sales problems assigned alternately as 
discussion leaders. 


28. Make each salesman a teach 
er, rather than a pupil, by dividing 
the meeting into teams of two and 
have them teach one another the 
things they had learned at previous 
meetings. 


As Reporters and Judges 


29. Have one or more men sum 
up. You can use the summation of 
points to bring into discussion the 
man who hasn’t taken part. 


30. Have men help each other. 
One way to do it: Let them score 
sales presentations of other men. 


31. Use questionnaires. Distribute 
forms with which your men (anony 
mously) can grade each other on pet 

: ' 
sonal characteristics and selling habits 
Don’t let anyone, especially yourself 


see score sheets. 


32. J ncourage men to take notes. 
Provide them with the materials, pre 
ferably a meeting outline with blanks 
for note taking, so that they will jot 


down note 1 they vo along. 


33. Get them to make decisions. 


For example, one successful method 
is to set up a Case situation that en 
bodies several points you want to 
make, and then pass out a “voting 


i number oT que hore 


34. \ppeal to aS many senses a 
possible (sive your men something to 
see as well as hear, and perhaps some 
th ng to tou h as well. Ask them to 
report on their findings, observations 


feelings. 


As Sources of Information 


35. Have men fill in a question 
naire aimed to discover their thinking 
on the subject to be discussed at this 


or the next sales meeting. 


36. Ask for a show of hands. To 
prove his contention that most car 
salesmen were inclined to wait for 
something to happen, a speaker for 
that industry asked some 500 sales 
executives in an audience for a show 
of hands by those who had been called 
upon by an automobile salesman this 
year. Iwo hands went up. When 
asked how many had been called on 


Are your conventions 
"at home" 
too conventional? 


It takes no more time 
or money to have an 
overseas convention 


by air... es 


for full information write 
Pan American, P.O. Box 1790 
New York 17, N.Y 


PAN AMERICAN 


World's Most 
Experienced Airline 


AUS Sais aa ineres " 
SPECIAL NEW 


ACCOMMODATIONS 
FOR GROUPS! | 
y 


~~ 


New meeting and exhibit roo: 


Air-conditioned hotel and 


cottage rooms 


Distraction-free location a nid 
S500 acres of Sierra foothills 
in Northern California 

Recreations include mineral 

= water baths massage, 

dancing entertainment 


switnimning 


AONE RENET 


Carousel cocktail lounge 


-, 


Golf and riding available 
Modest American plan rates 


4 

S 

y Season—April to November 
; Richard 


or SRS: 


P.O. BOX 100 
RICHARDSON SPRINGS. CALIF 
Phone 
RICHARDSON SPRINGS 71 


FOR YOUR GROUP MEETING 
by an insurance salesman, more than 


AMERICAN COMFORT. LATIN FLAVOR "soe ee 


for your men to tell you. 


38. Go around the table. (Good 
way to make sure every one takes 
part. Ask men how they made their 

iteme last sale, what their biggest problem 

Fite Pe RS is currently, what kind of help they 

of meeting in a foreign country. ‘ Me expect from the company in the 
ont } months ahead, etc. 


it’s the ideal combination for a succeseft 39. Bring in outsiders. Have these 

s people inspire participation. Many 

business conference or incentive group! v et firms have used magicians. One firm 

; used a hypnotist who put seven vol 

Eight modern hotels, located close to business, er " el \ ” Pe 
ul “CTS ae 


transportation, and sightseeing centers in key cities ; 40. Organize a “think up” session. 
throughout Latin America, offer superb facilities, phat'’s the name Alex Cesere gives 


to brainstorming sessions, Every one 


flexible meeting rooms, experienced staffs ee. has to contribute an idea. 


and quick, multi-lingual service. ae 41. Stage a  question-in-the-hat 
wi game. Pass it around. Have salesmen 
You can expect, of course, the finest accommodati a put written questions in it. Draw 


and excellent food. For the successof ; them out one by one, calling upon 
: i the salesmen best qualified to answet 


your next meeting,..select LatinAmerica each query. 
and an Intercontinental Hotel. cee 42. Ask leading questions. Ask 


how, what, why, when, who? Sprinkle 
meeting with random questions and 
let participants know that this will 
be done so that they'll be on their 


INTERCONTINENTAL 102 Sots 
HOTELS 43. Carry a traveling mike into 


the audience. Ask for questions, opin 


- 
me 3 


ions, comments, ideas. 

As | have said, participation is a 
key word in selling. This is as true of 
a sales meeting as it is true of a sales 
interview. Salesmen, just as custom 
ers, can be persuaded to act on ideas 
and suggestions whenever the intangi 
ble qualities of concepts become more 
intimately known to them via activi 
ties inspired by participation. 


As educators have pointed out to us 
so often, the most useful and lasting 
kind of learning takes place in an at 
mosphere of doing. Getting salesmen 
to help, mentally or physically, you 
further the aims and objectives of 
your sales meeting. An atmosphere ot 
doing secures quick acceptance of any 
new or old sales training you may 
have occasion to pass along to your 
salesmen. 

Next time the “how” of securing 
participation in a sales meeting poses 
a problem for you, check this list of 
43 ways of gaining it. Make partici 
pation one of your more important 
meeting objectives and your salesmen 
are likely to come away from your 
For the complete story... send for our Illustrated Brochure talk-fest paying you the simplest, yet 


INTERCONTINENTAL HOTELS, Chrysler Building, New York — Roper Building, Miami highest, of compliments : “That was 
a darn good meeting. Got a lot out 


of it.” 


OPENING SOON — FOUR NEW INTERCONTINENTAL HOTELS 
g INTERCONTINENTAL, San Salvador, E) Salvador, CA. ¢ SAN JUAN INTERCONTINENTAL, San Juan, P.R 
NTINENTAL, Beirut, Lebanor RACAO INTERCONTINENTAL, Curacao, N.W The End 
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Attraction... 
but no distraction 


Quiet, charming 6,000-acre 
estate in the scenic Poconos, 
3 hours from New York and 
Philadelphia. A perfect set- 
ting for meetings, conferences, 
sales outings. An outstanding 
opportunity to combine busi- 
ness with pleasant relaxation, 


NEW APPROACH FOR IBM was this exhibit with no center island. Design was 
prompted by need to save approximately $5,000 on booth background to meet budget. 


How IBM Budgets Exhibits 


Check these advantages 


INDOORS 


Fine accommodations for 400 
* 840 seat Auditorium with 
Stage * Completely Equipped 
Meeting Rooms accommodat- 
ing from 10 to 300 + 3,000 
Volume Reference Library ° 


BY GORDON SMITH 


Director, Sales Promotion, International Business Machines Corp. 


Budgeting has come of age. It is an 
accepted tool of modern management. 
‘There is nothing to be gained by ar- 
guing its pros and cons. ‘To be rest- 
less and discontent, unhappy and 
bitter about budgets is like shoveling 
sand against the tide, and yet there 


today who fight the battle of the bud 
get, consider it a great unfair dragon, 
‘These people are laboring under a 
complete misconception and reveal 
quickly a basic misunderstanding of its 
purpose. 

A budget is merely a profit plan. 


Play Room, Television, Radio 
and Dancing * Stenographic 
Services and Teletype. 
OUTDOORS 


27-hole championship Golf 


Course * 20 miles of Riding 
and Hiking Trails * Swim- 
ming in Olympic-size pool * 
Tennis Club—8 Teniko Clay 
Courts * Two Lawn Bowling 
Greens * Winter Sports— 
Skiing, Skating, Tobogganing. 


EASY TO REACH BY CAR, TRAIN, 
PLANE OR BUS 


are a great many operating executives (jo0od budgeting requires planning 


SPACE RENTAL 
- ‘ RO 
UNCLASSI- 19% BACKGROUND 
FIED and 
ee DECORATION RESERVATIONS NOW 
) 28% BEING MADE FOR 1957, 


1958 and 1959 


FREIGHT 
18% 


For information write 
Loretta E. Ziegler, 
Convention Manager 
” 


Clifford R. Gillam, General Manager 


LITERATURE 
7% 


9 ELECTRICAL 
3% 7 SERVICE 


EQUIPMENT 5% Xand INSTALLATION 


MAINTENANCE : 6% 
ond SET-UP / 4%) |) DEMONSTRATION 
eo MATERIAL 
STAFF TRAVELLING | ‘ , \ SPECIAL EQUIPMENT 
PUBLICITY 
| PHOTOGRAPHS 


SUPPLEMENTAL 
PAYROLL 


DISTRIBUTION OF EXPENDITURE for IBM at 1956 Business Show. 
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how to pend the 
> given or! how to bury 


cket charges. 


To Save Money 


hows and exhibits from 

are designed to save 

mone suds as a control by man 
should be 
positive rather than negative force. 
The exhibit manager who permits 


elf to be one 


agement com eived as a 


© conscious of the 


aving money that he 


neglects to look for ways to spend it 
has become a member of the con- 
trollers staff, rather than the sales 
promotion staff. Since in the very 
real sense his activity must be one ot 
spending wisely and daringly rather 
than saving cautiously and timidly. 

If we think of the exhibit depart- 


ment tor a moment as an airplane 


bound for a specific destination, es- 
tablished by sales management, then 
the money budgeted becomes the fuel 


to get the plane there. First, where 


are you going? Second, do you have 


enough fuel to get there? ‘J hird, what 
KE ¥ 


DESIGNED WITH MEETINGS IN MIND... / 


The 


mpress 
Miami Beach's NEWEST Luxury Hotel 


Featuring a Convention Ball Room with banquet facilities for over 800 per- 
sons...4 additional Meeting Rooms —Special Display Areas— Penthouses... 


++ for pleasure: 


Huge salt-water swimming pool... private 
beach... night club... fully equipped Turkish 


Bath... 


c omplete entertainment program 


-- and for convenience: 


Ideal oceanfront location convenient to golf 


.. racing .. 
theatres and night clubs. 


. deep sea fishing ... shopping... 
.Completely Air 


Conditioned with individual thermo control 
. in every guest room. 


° Woe fer Colpe Bother and Conmention Specigeation Sheet : 


ach Perker, Managing Director 


DIRECTLY ON THE OCEAN— 43rd to 44th Streets— Miami Beach, Florida ' 


— 


meng 


meetings at Cjrond. 


Grand Canyon — 4, 


is most enjoyable in Spring, Fall and 


BAMA . Rd 


draw top attendance 
NS 


Fred Harvey Hotels El Tovar 

and Bright Angel Lodge on 

the brink of the South Rim 
Arizona 


are available for conferences up to 
250 between October 1 and April 30 
(except Easter week)—just when 
city hotels are crowded. Meetings 
are always well attended—every 
body wants to see the greatest of 
the world’s seven wonders. Meeting 
Rooms, Banquet Facilities. Mod- 
erate rates Conducted Motor 
Sightseeing Drives, Muleback Trail 
Trips and Indian Dances provide 
fascinating outdoor activities all 
year.—Santa Fe Railroad direct to 
hotels, Frontier Airlines.— Write 
to Manager W. Wallace 


Winter—a fine side trip for conventioners 


traveling West or returning East. 


PHONE: 40 
TELETYPE: GRAND CANYON ARIZ. 3661 


Ss eg 5 ng gs 


78 


is the best route to travel in order to 
conserve fuel and reach your dest 
nation? Fourth, how many stops can 
you make? And fifth, what is the 
most efficient way 
equipment and personnel along the 
way? If there clearly isn’t enough 
fuel to get there by any means, then 
change the destination goal before you 
take off. 


possible to use 


In Over 400 Shows 


IBM participates in over 400 shows 
each year. This year, we shall exhibit 
in 225 association-sponsored exhibits 
and in 178 others. Because of this 
number of shows, we have found it 
good business to establish our own de- 
sign group within the company, un 
der the management of an extremely 
capable graduate architect and de- 
signer. He and his staff of seven have 
additional responsibility for the de- 
sign of all show windows. 

The design group services the op 
erating business shows staff of nine, 
each of whom is given complete re- 
sponsibility for individual shows, serv- 
coordinating director and 
worker. Due to the volume of these 


ing as 


shows, we must be constantly aware 


for your midwest 


SALES MEETING 
MANSFIELD 


Th lower costs « fewer distractions 
special weekend features 


‘ 


OHIO’S 
INDUSTRIAL 
AND 
AGRICULTURAL 
CENTER 


300 modern rooms... 

12 meeting rooms . . . 

300 seat ballroom . . . coffee 
shop . . . cocktail lounge . . . 
dining room... 


THE 
a nsf Cd Liland 
HOTEL 


Call or write Jos. G. Wright, Mgr. 
Mansfield 1, Ohio 
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of the locat on, condition, and sched 
Le nf off J 
ule of all display properties and equip 


ment. We have 


money tor 


tound that spending 

an adequately staffed ware 
] 

house location contributes to the efh- 

rat 


erations and reflects over 


tigel 


+ 
0 


| ck ; com 
panions n who are alert, resource 
ful and We have a te 
rific group to go hunting with. They 
never let 


iginative 

is down. So much for or 

ganization. How do we budget? 
The a 


percentage 


ompanying chart shows the 

dollar 
spent ot all major items which make 
up a 


distribution per 


show. ‘These are figures from 
our 1955 budget. Of these, 12 major 
items are fixed 


cannot vary or feel it un 


considered expense 
which we 
wise to cut. [hey are: 
Equip. maintenance & set up 
Staff traveling 

Supplemental payroll 
Special equipment 
Demonstration material 


Electrical service & installation 


TOTAL 


38 


STEPS TO THE NEW 
COLISEUM 


WORLD'S LARGEST 
EXPOSITION CENTER 


Yes, we counted them—only 58 steps from 
our 58th St. entrance to your exhibit at 
the Coliseum 

Make your headquarters here at the 
Henry Hudson Hotel and save time, 
money and energy 
1200 Rooms 1200 Baths 
Single $5 to $8 Double $9 to $15 
You'll enjoy The Voyager, our new dining 
and supper club, Dancing to name bands 
You'll relax in our new Cocktail Bar and 
modern Coffee Shop—The Chartroom. 
« Cafeteria ¢ Banquet and Meeting Rooms 
¢ Ample Parking — 2 Cocktail Lounges. 
Swimming Pool and Sun Decks Compli- 

mentary to Guests 


ALBERT F. KOENIG—Gen. Mor. 
Frank W. Berkman, Dir. of Sales 


HOTEL 
CO 5-6100 


353 W. 57th St., New York 19, N. Y. 
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and it 


if absolute necessary done in 
the initial stages of planning. Desir 
able low ation of space and continuity 
over the years makes any 


here difficult 


or ¢ hoi e 


Variation 


Freight Costs 


18% 

otter some degree of control since they 
affected by 
equipment 


Freight and rigging sts 


ava lability 
back 


grounds. Sales management has defi 


are directly 


and size of and 
so that in 


this also 


nite requirements however 


our budgeting we consider 


a semi-fixed expense per dollar 
Publicity and photographs 
part ol ny 


obviously an important 


exhibit but can certainly be 


good 
when neces- 


eliminated or reduced 

sary. [Ed. Note: Exception 

this idea in article on page 20.\ 
Literature handouts /% is 

controllable 


faken to 


and 


highly unless the how 


is being used tor new product an 


whi h case Wwe pen 
When 


desirable, this cost can be reduced as 
on the dollar but 


nouncement in 


erally exceed the 7°) figure 


mu h as $< never 


eliminated. 
Background and decoration 28% 


No resort offers a more conducive atmosphere 


for sales meetings and conventions. The unsur- 


passed facilities of the Equinox include— 


Scenic 1426 acre estate 
Convention Hall seating 300 
Accommodations for 335 persons 
New Swimming Pool and Terrace 
Private Trout Lake 


Finest Golf—Nationally Rated 6690 
Yard Equinox Golf Club 


The food and service at the Equinox are without 


peer 
John J. Dewey 
Managing Director 


YUcnon 


MANCHESTER-IN-THE-MOUNTAINS 


ment assures attention tc 


Full cooperation of our staff and manage 


every detail 


: Howse 


VERMONT 


GLOWING WITH FACILITIES 


MEETING ROOMS 
25-800 CAPACITY 
. 

DINING ROOMS 
25-1000 CAPACITY 
. 

537 GUEST ROOMS 
55 SUITES 
. 
ADEQUATE 
EQUIPMENT 


. 
EXPERIENCED 
STAFF 


J. J. FARRELL 
Manager 
PALM 
BEACH 


CABANA 
TERRACE 


BEACH CLUB 
. 


RECREATION 


. 
GARAGE 


YACHT BASIN 


ENTERTAINMENT 
NIGHTLY 


L. E. AMES 


Sales Director 


PALM BEACH 
FLORIDA 


KANSAS 
CITY'S 


MODERN... 


FINEST facilities for any 
type of indoor event. Arena 
i SALES floor 127 x 210 f1., 10,500 

seats; Exhibition Hall, 


MEETINGS 90,000 sq. f1.; Little The 
_ CONVENTIONS atre; 26 meeting rooms, 


seating from 18 to 428 
* TRADE Air-conditioned 
SHOWS 


® EXHIBITIONS 
Muehlebach and Aladdin 


© EQUIPMENT Hotels, in heart of down 
DEMONSTRATIONS town 


For... 


Tunnel 
connection to modern 1200 
car underground Auditor 


ium Plaza Garage and to 


For full details write 
Manager, MUNICIPAL AUDITORIUM 
KANSAS CITY, MISSOURI 


TY COWVENTION FAVORITE IN KANSAS CITY 


Hotel President 


personalized service for 
conventions up to 500 and 
conventionally priced 


400 “comfortized” air-conditioned 
rooms ~ 18 suites — free radio and running 
ice water in every room 


2nd Floor expressly designed for your 
needs— especially equipped conference and 


dining rooms 


Main ballroom capacity Meeting 800—Din 
ing 600—Junior ballroom & Aztec room 250 
Closed circuit telecast facilities available 

Drum Room & bar featuring famous cuisine and 
entertainment 


ideal location in the heart of Kansas City. 
6 min. from Union Station & Municipal Airport 
1 block from Municipal Auditorium 

Garage & parking facilities adjacent 


@ for illustrated brochure write 
Cenvention & Catering Dept 


President 


14th & Baltimore @ Kansas City, 


Is OUT 


enough to do much about it. 


cific shows from the high in 


of any 


largest single item and also 


most important. It is difficult to cut 
down here without a visible loss of 
quality and effect. Our design group 
is constantly working on new ideas to 


later I 
shall tell you of two of their success 


reduce this percentage and 
tories which are enabling us to con 


sider this a highly controllable ex 


pense, 


Unclassified 1% is all that the 


name implies and we are not smart 


The 
1% is an average and varies in spe 
1956 


¢ 


of 17% to zero. 


{ sing the experien e built into this 
dollar 
tical guide for estimating total cost 
exhibit 


distribution we have a prac 


once space is deter 
mined. 


Two Studies 


In July each year we begin inde 
pendently but simultaneously to do 
two things: 

1. Review all shows we were in in 
the past and new shows suggested for 
next year, determine overlap and 
check with 
problems and product announcement 


gaps, sales management 


plans, and establish list of shows we 
would like to be in. Then, based on 
known facts and past experience, we 
estimate the cost of getting our de 
sired destination. 

2. While this is being done, we are 
arriving at the share of sales promo 
tion dollars to be spent for business 
shows. ‘This involves a hard look at 
past success in each field, compared 
to other promotion methods and, of 
course, there is always a temptation 
to try something new at the expense 
and tried and true. 
Part of this soul searching is in the 


of something old 


field of new product announcement 
‘TV versus 


shows, and part in such things as a 


closed-circuit traveling 


$100,000 movie for general distribu 


ARIZONA MANOR 


Hotel and Bungalow Apartments 


Located in the heart of the multi-million dollar resort 
area only a few minutes from downtown Phoenix 


clusive shops, theaters, and smart supper clubs 


PHOENIX, ARIZONA 


tion versus a more elaborate show 
schedule. ‘There is always the discus- 
sion around more shows or more ad- 
vertising, and we get into some good 
hassles involving a lot of sincere peo- 


ple. 


Two Routines 


‘These discussions are kept much 
more objective and less partisan by 
two simple, but effective routines: 

1. Weekly staff meeting of all sales 
promotion and advertising executives, 
where each is kept informed of the 
total effort, what we are doing, how 
it went, does it fit—so that if total 
emphasis shifts from one area to an- 
other, it is not a surprise and in fact 
is even understandable. 

2. Weekly meeting of business show 
and sales promotion executives, to dis- 
cuss specific objectives of each, and 
work out the best plan to achieve 
sales management aims. 

This has toned down some depart- 
mental bias and raised overall en- 
thusiasm, but best of all it has pro- 
vided us with better shows which are 
being more and more tailor-made to 
strike hard at a given objective. 

I hope it comes as no surprise that 
we use our own punched card equip- 
ment to analyze the value of our 
shows, as well as to give us detailed 
operating accounting and budget re- 
ports. All of these analyses come in 
very handy at this stage which takes 
the months of July and August each 
year. 


Estimates in September 


By September 1, we have what is 
needed on one hand and what is avail- 
able on the other, arrived at simul- 
taneously, and they never agree. But 
we don’t expect them to, but by this 
method we feel we are starting bud- 


HERE you will find everything that you 
might require for a most pleasant and 
memorable vacation spot, perfectly suited 
for conventions and sales meetings. 

** Every room is luxurious. Each room has 
telephone, all-tile bath and shower, and 
80% of the rooms have bars and all- 
electric kitchen equipment, The MANOR 
Is well noted for its excellent food, cock- 
tails and entertainment 


Guest rooms to accommodate 200 per- 
sons. Dining Room, Cocktail Lounge, 
Sparkling heated Pool, Meeting Room and 
Banquet Hall for the accommodation of 
200 people. 


Rates available on European, modified 
American or American Plan. 


For further information write or phone 
Jack Kogen, Managing Director, East 
Camelback Rood at 24th Street, 
Phoenix, Arizona. AMherst 6-2431 
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get preparation positively, knowing 
the ideal way to reach our destina- 
tion and having a good estimate of 
how much fuel is needed. We also 
know how much fuel we have to get 
us there. 

Finally 
gently 
then 


intelli- 
compromise and 


we arrive at an 
worked-out 
give a little money or a little 
show—we are set. By this time, we 
have what is good and necessary and 
everyone understands what we are 
doing and why we are doing it. 

that 


managed 


1 am convinced budget con 


trol purposefully increases 
imagination, innovation and morale. 
I am equally convinced that improp- 
it can stultify and re 


men the finest depart 


erly managed, 


duc e to “yes 


ment. 


Budget is Alibi 


It is all to fall into the 
habit of using budget as an air-tight 
alibi for not producing. ‘To use it as 
the reason for not being where you 


be and to hide behind it in 


too @asy 


should 
stead of using ingenuity and imagina 
tion. A poorly directed budget system 
rewards the inefhcient department, 
robs the well-managed 
and quickly fosters hidden slush funds 
Qur ap 


department, 


and acrobatic accounting. 
proach is designed to do just the op 
posite within the total scope of sales 
promotion. No secrets; merit recog 
nition; good ideas encouraged; and 
most important, a team with pride 
and spirit. 

I should like to give three rather 
striking examples of this philosophy 
at work: 

1. Early 
money trouble. A big show was com 
ing up, using our two weekly meet 


this year, we were in real 


ings as a departure, we 
openly discussed the problem, “How 


to have a good show and save $5,000.” 


point of 


Nearly everyone pitched in, and out 


came two suggestions: 

Instead of showing a full line ot 
equipment, why not concentrate on 
some of the smaller, less well known, 
but important products and save on 
freight expense. 

Instead of the 
literature, why not 
actual customer reports by multilith 
and then back these up with an in 
the 


usual handout ot 


reproduce some 


tailored to 
notebook is an 


expensive handout, 
Our “think’’ 


expensive handout, as are 


show. 


our tour 


color promotion pieces. The special 


program 1S less per unit 
than the think-book and we feel more 


eftective, 


expensive 


while the actual custome: 
tell 


substantially 


report reprints a specific refer 


story tor less 


money than the four color more gen 


ence 


pieces, and are more popular, 
directly 


eral 


particularly when tied in 
with the demonstrations. 
2. ‘Traditionally we 


sturdy backgrounds and rather elabo 


have made 


rate center islands for our larger 
shows, with the definite intention of 
re-using for several other shows. Re 
cently we were faced with making 
just such a design for the National 
(thee Assn. 
Philadelphia. At this time we 
also very anxious to participate in an 


other exhibit for which we had 


Management Show in 


were 


not 
previously planned, and which would 
require money we had not budgeted. 

So we started out to trim this 
($5,000) the NOMA 
funds without reducing the impact of 
this very important exhibit. Equipment 
to be shown could not be easily re 


money from 


we want to work in our 


staff meetings on backgrounds. Re 


duced, sO 


sult can be seen (cut, page 77): A 
total new approac h—no center island 
much more inviting with better a 
cess from all sides, and a successful 


start on a whole idea for us. 
Best of all 
to $4,500 


3. In order to 


new 
background cost reduced 


fulfill our 


as5s0Cla 


HOLD YOUR NEXT CONVENTION AFLOAT 


« 


GEORGIAN BAY LINE/,,, 
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For your next national, regional or 
district convention, sales meeting or 
group get-together, you can't pick a 
better meeting place than one of 
these big Great Lakes cruise ships— 
the SS NORTH AMERICAN or the 
SS SOUTH AMERICAN. Let us tell 
you why. 


Write, Wire or Call 


N. L. CHINNOCK 
General Passenger Agent 


KANSAS 
CITY'S 


NEW... 


America’s newest, most 


For.. 


SALES 
MEETINGS 


CONVENTIONS 


TRADE 
SHOWS 


EXHIBITIONS 


EQUIPMENT 
DEMONSTRATIONS 


modern stadium offer 
30,611 


able arena seats 


modern, comfort 
off-street 
parking facilities for more 
than 6,000 cars 
over 135,000 
of field area 


and buses 
square feet 
best lighted 
field for 


complete 


major leaque 
night events 
Operating personnel always 
available; modern conces 
sion stands; dressing room 
press box and many other 


advantages 


For full details about Municipal Stadium, Write 


CITY MANAGER, CITY HALL 
KANSAS CITY, MISSOURI 


/MEETING PLACE 
|N THE HEART 
OF AMERICA 
+ Completely 

! ITIONED 

Convention, Sales Meeting 


id Banquet Facilities for 
up to 400 


‘© COFFEE SHOP 
© COCKTAIL LOUNGE 


‘A Short block from down- 
town Kansas City's Shops, 
ATheatres and Businesses. 


{ snnecting Tunnel to new 
200 CAR Auditorium 


‘or Additional information 
rite to Ralph Pellow, manager 


oF call Victor 2-0371 


1213 WYANDOTTE + Kansas City, Mo. 


SALT LAKE CITY 


Max Carpenter 
Manager 


We're proud of our reputation for hav 


ing served successful meetings of all 


sizes, Complete convention facilities 


Now | large motor hotel adds 
t hy aeclite ‘ al exhibit area 
8 wa nlate well r 1,000 people 
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SALES CONFAB 
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CONVENTION 


AT THE 


FUN ann SUN 


SPOT OF AMERICA 


CONVENTION BUREAU 


NEVADA 


CHAMBER OF COMMERCE 


* 


tion-sponsored exhibits last year, it 
was necessary to drastically curtail 
our participation in local shows, for 
sound policy reasons we did not want 
to lower quality and other standards 
just to be in these shows. This year 
we put our heads together and talked 
it out. Result: instead of shipping 


backgrounds around the country 
storing them, refurbishing and ship 
ping again, a new throw away pack 
age, inexpensive, light, expandable 
and preserving all of our standards 
is under construction. Cost: $80 
$200 versus $500-$1 000. 

In the fall we were back in the 
smaller local shows for less money. 

I might add that this “loking for 
a better answer” approach to the 
budget is something we have arrived 
at the hard way. We have tried also 


the obvious money-savers when neces- 
Sary to our sorrow. 

One year we eliminated business 
shows staff travel, and masterminded 
from New York City by paper in- 
structions. This saved a lot of money 
and gave us the poorest shows year 
we ever had. Another time we aban- 
doned plans for several large shows, 
saved money, missed some real oppor- 
tunities and are still trying to get 
back where we were on the list for 
good choice of space. 

Financial planning has not been 
easy for us, and I am sure there will 
be some black days ahead, but we 
are living pleasantly with the budget. 
It makes us work harder and smarter. 
It isn’t as easy as the good old days— 
but it is a lot more fun. 

The End 


After Biggest Year Exhibit 
Industry Still Expanding 


BY LESLIE LEVI 


President, lvel Corporation 


About this time last year SALES 
MEETINGS reported results of a na- 
tional survey of convention halls 
convention bureaus, show managers 
and display builders, to indicate ex- 
pectation of a marked increase during 
1956 in expenditures for all types of 
conventions and trade shows. ‘To those 
within the industry, it now appears 
that practically all the predictions 
were on the conservative side. 

‘To look ahead to 1957 and attempt 
to predict the same rate of growth 
would be hazardous indeed. But there 
are certain signs which we cannot ig 
nore, and they all point in the same 
direction. Ever since World War 
Il ended the trade show industry has 
registered phenomenal growth each 
year, from a 1946 low of 900 to a 
1956 high of 3,000 trade and indus 
trial shows and _ public exhibitions. 
Apparently no one knows the exact 
figures—even the all-knowing Depart 
ment of Commerce—but the figures 
given cover those known to the busy 
staff of SALES MEETINGS, and are 
as close as anyone can come to the 
actuality. 

But the real growth comes not 
from these numbers alone, but rather 
from the great increase in the roster 
of exhibitors, larger spaces used, and 


tremendous build-up in attendance at 
individual shows. 

It is not strange that trade shows 
should have grown so notably during 
this period of expansion of our nation- 
Certainly in part, at 
least, it is a reflection of the general 
growth of industry and commerce 
throughout the country, the enormous- 
ly greater absorption of goods and 
‘To project this idea fur- 
ther, one need only note the esti- 
mate of our gross national product 
for 1967, at $600 billions, as com- 
pared with the $414 billion figure 
currently. “Trade shows and Expo- 
sitions as a major stimulant in mov- 
ing goods—both capital and consumer 
goods—into their markets, must log- 
ically expect to share proportionately 
in this “normal” growth. 

But expansion has characterized 
the exhibit industry to an even great- 
er degree during the post-war years 
than would have been needed just to 
keep pace with the national econ- 
omy. This brief article is not in- 
tended as a treatise on the merits 
of the trade show as a merchandise 
medium, but I cannot help calling at- 
tention to the fact that those respon- 
sible to industry for marketing media, 
for sales and advertising, for wider 


al economy. 


Ssery ices. 
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Washington's 
Largest Downtown Ballroom 
is now re-opened! 


In addition to Washington's most spa- 
cious ballroom, there is the newly 
restored south ballroom—and nine 
additional meeting rooms—all air con- 
ditioned. Dining and bar Facilities have 
been modernized and expanded. New 
adjacent garage Facilities are available 
All suites and bedrooms are air condi- 
tioned and furnished with radio and 
large screen television. Write For com- 
plete convention informations 


Richard H. Nash 
General Manager 


Teletype WA-732 
Telephone 


NAtional 8-4420 
AM ABBELL WOTEL 


. : a 
a a 
ree 


the tip of 


‘ 


Long Island... ~ 
tops for conventions 


Montauk 


* NEW YORK’S FINEST 
OCEANSIDE RESORT 


* ONLY 3 HOURS FROM NYC 
RIGHT ON THE ATLANTIC 


125 miles out to sea. . . breeze-cool 
for business, for pleasure. All sports, 
nightly dancing, entertainment. 

200 sea-view rooms. Complete 
convention facilities. Accommodates 
up to 400. 

New Surf and Cabana Club 

Huge Ocean Beach 

150-ft. Saltwater Pool 
Championship Golf 

Yacht Basin 

World's finest fishing 

Full information from 

G. WALTER FENDER, Mgr. Dir. 
Montauk Manor 

Montauk Point, L. I., N. Y. 

Montauk Poim 8-2311 

In New York City, 1 E. 42nd Se., MU 2-5197 
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distribution and for more intensive 
market coverage, have learned fast in 
these past 10 years and are annually 
doing a much better job of proper 
utilization of this previously neglected 
area. 

Nor do I intend to indulge in 
nostalgic recall of the “old” days, 
back in the Twenties and Thirties, 
when it was necessary to sell the me 
dium itself the dis 
play. ‘There was little competition 
in the early days among display build 
ers, who were few and far between. 
Today there are perhaps 500 firms 
competing for the exhibitor’s dollar, 
but the available volume has grown 
to a point where it easily supports 
them all. 

Total cash outlay by exhibitors for 
trade and industrial shows and pub 
lic expositions is reliably estimated 
to exceed $1 billion, about the same 
as the total annual volume for beer, 
hardware, ofhice 
equipment, soft drinks or automobile 
No wonder, then, that recog 
nition has at last vouchsafed 
our industry, and more exhibitors are 
No won 


in the 


before selling 


motion pic tures, 
tires. 
been 


climbing aboard each year. 
der cities vie with each other 
creation of ever larger facilities to 
their 


penditure. 


capture share of this vast ex 


New Skills 


Display builders, too, have grown. 


From tiny one- or two-man_ shops, 
many have become substantial employ 
ers of highly skilled labor, turning 
out a respectable volume of high 
quality work. Standards of work 
manship have improved to the point 
Creative skills 
are available in almost every major 


of ready recognition. 


city. Average show today is a gal 
lery of design and merchandising 
ideas. 

Contribution of the display build 


to the 
techniques 


ing industry advancement. of 
exhibition and architec 
tural trends is well established. This 
has march of 
individual shops toward better and 
better quality and larger production 
volume. Hardly had the news of 
Ivel’s current expansion been re- 
leased than it became known that two 
other New York shops were seeking 
their facilities. In all 
three, pressure of greater volume be- 
came more and more intensified dur- 
ing the year; backlog for 1957 and 
the outlook for the future made ex 
pansion imperative. 

If these are straws in the wind, 
it is a wind which promises to blow 
steadily and strongly 
throughout the coming years. 


resulted in a steady 


to increase 


ever more 


The End 


yOu'’LL GET 


GREATER ATTENDANCE 


AT FLORIDA'S 


GREAT CONVENTION CITY 


DAYTONA 
BEACH 


*® Convention Planning “Know How.” 


® Tropical Resort Relaxation. 
*% Hotels and Apartments for 40,000, 
*% Meeting Rooms for 50 to 1000 


* Air-conditioned 
2,500 


Auditorium Seating 
.. With Exhibit Space 


DAYTONA BEACH RECREATIONAL AREA 
BEACH WOLLY HILL 
SOUTH DAYTONA <= PORT ORANGE 


ORMOND 


Ne es cc es cee ee eee ce ee cee ce cs eee a 


= 
, CONVENTIONS 
OUTINGS 


OR 


Deep in the heart of the 
majestic Adirondacks 


e 350 beautifully landscaped 
acres 


© Challenging 2 golf courses, | 
on the premises 


© 9 Clay tennis courts 
8 Handball courts 
All water sports 


Air conditioning in all public 
rooms 


Every meal a banquet 
Open-air theatre seating 700 


Accommodations for 600 


SCAROON 
MANOR HOTEL 


on Schroon Lake, N. Y. 


Rhett ad lll lll 


@ 
w 


Ce ee ee ee oe = WRITE __-eooeror- = 


| PETER NILE ExecuTive Director ! 
| CONVENTION BUREAU, 533 SEABREEZE BLVD ! 
i DAYTONA BEACH. FLORIDA j 

Or CA Lect 2-046) 


EVERYBODY wore a pith helmet and 
jur gle decorations were everywhere 
Big Game Hunt" theme was worked 
into every part of the sales meeting 


program, It made sales training fun 


Want Enthusiasm? Be Enthusiastic! 


If you want alesmen to demon 
trate your product—demonstrate how 
to demonstrate 


If you want them to be enthusias 


ti tart by being enthusiastic your 
elt! 

SO ayeth William \l Stuart 
pre ident, Nlartin-Senour Co., major 


PRESIDENT William M. Stuart dons full regalia as a Maharajah for 
Big Game Hunt.” He works hard to make 
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manufacturer of paint, Chicago. 
Bringing these principals to life, 
\Iartin-Senour recently turned a sales 
conference into a full-fledged safari. 
This was to introduce a new, quick 
drying automotive paint, Dythol. Pur 
pose of the “Automotive Big Game 
Hunt,” as it was called, was to stim 


theme meaningful 


ulate the sales force to demonstrate 
the product, which the company con- 
siders to be revolutionary for the au- 
tomotive refinishing industry. 
Replete with showmanship, cos 
tumes and props, the safari found the 
company’s top executives, President 
Stuart and Vice President-Sales J. R. 


COMPANY'S PAINT is sprayed on Donald Shute by Lelan Charley, 


automotive sales manager, in preparation for exciting conference. 
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“Dick” Degnan, demonstrating en 
thusiastically just what they wanted 
their sales force to do. Stuart, long a 
master salesman and developer of 
sales forces, donned a fancy “Mahara 
jah’”’ costume and stalked the confer 
ence room with a gun loaded with 
ping pong balls, shooting down 
“hunters” (salesmen) who were in 
adequately equipped to bag their 
game. 


Meaning of Theme 


Degnan sums up the meeting's 
theme: 

“In selling you’ve got to point the 
rifle, aim it and pull the trigger. Ars 
man who forgets or doesn’t use his 
equipment can’t sell, just as a lion 
hunter without a rifle watches his 
game run away.” 

Salesmen who attended the confer 
ence wore pith helmets to get into 
the spirit of things. 

In addition to department heads, a 
number of the more outstanding 
Martin-Senour salesmen addressed the 
gathering to offer lively reports on 


some of their successful te hniques o1 
sales demonstrations 

‘Tec hnique of live participation sales 
meeting is one Stuart has used be 
fore. In previous years he has had 
conferences built around football 
themes in which managers actually 
threw dozens of footballs at the au 
dience, awarding a silver dollar for 
each correct answer and taking away 
a dollar Tor each wrong one, 


“Itinerary” Program 


The “itinerary” of the safari was 
descriptive and amusing: 
DOO The Safari Showes Off (From 
l pper-Towers Conrad Hilton 
hote 
9:25 Gun and Hide Cleaning 
Y°50 Proper Gear Maintenance 
10:10 Small Game Hunting Techniques 
10:30 Map Reading 
10:45 Halt for Morning Tea 
11:00 Bagging Matching Record Heads 
12:15 Halt for Lunch 
1:25 Shooting Elephants 
1:45 Rhino Stalking 
2:00 Rhino Shooting 
2:20 Gazelle Bagging 
2:40 Gorilla Wrestling 
3:00 Chimpanzee Chasing 
3:20 Halt for Afternoon Tea 
3:30 Future Safari Route 
4:30 Hunters Pay and Contracts 
4:40 Big Game Tontine 
6:30 Tonic and Dinner Bel-Air Room 
rd Floor Hilton 
The End 
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‘ 
CHIEF GAME HUNTER Stuart “shoots down" J. R. Degnan, v-p sales. 


, 
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LITERATURE was distributed with showmanship—tossed 


into air by monkey 


Aside from prod 
BEFORE > ucts on display, 
Butler's exhibit area at fairs used 
nothing but colored pennants for 


decoration. Exhibits had no magnet,” 


Theme developed for 
AFTER : exhibit to indicate 
fun and gaiety. Animated circus per 
formers and animals told features of 
products (via synchronized recording) 
unde circu lecorat br ghtened 


nroa—attracted e | pects, too 


At a Fair Make Your Exhibit Fun 


Butler Manufacturing Co. discovers secret of drawing 
crowds and sales at fairs: Farm families come for a good 


time. Puts its sales message in an entertaining ‘package’. 


BY HAROLD A. EDLUND 


General Sales Manager, Butler Manufacturing Co. 


Re ord break \“ ittended 
Butler Nlanutac I Lo tate tar 
xhibits at [line VL isse Minne 


ota lowa Indiana Nebraska ot. 
Lou South Carolina and Kansas 


recently 


Almost double the 


number of peo 
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ple sited the Butler exhibits as in 
previous years. For example, an esti 
mated 200,000 visited the display dur 
Ing the Minnesota fair week. And a 
record sale of over $35,000 in farm 
equipment was made during this fair. 
\ large number of good future pros 


iin. Stor 


pects for Butler buildings, gi 
age, handling and conditioning equip 
ment showed interest. At the lowa 
fair one Butler farm equipment sales- 
man turned in orders totalling over 
$40,000. “Two Butler steel buildings 
ind over $30,000 in farm equipment 
was sold at the Illinois State Fair. 
lhis is certainly evidence that fairs 
really paid off for Butler 
Butler marketed na 
tionally by a builder-dealer organiza 
tion and Butler farm equipment is 
sold exclusively through Butler “blue 


ribbon” dealers. 


this year. 


build ngs are 


‘Therefore, fairs are 
the Butler representative's only op 
out and talk directly 


iltimate users of his 


portunity to get 
with farmers 

Many a building or farm 
traced 


produ ts. 


equipment sale can be directly 
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Fe 
me 


our new Convention Hall _ | 


is designed so that 9 meetings can be held | 
simultaneously 


Seating capacity 1600, banquet 1200 


..each in complete privacy. | 
all under one roof and with perfect L 
visibility and acoustics | 


The Golden Gate emphasizes personalized service.. its 


second to none 


providing 
executive convention staff and public relations experts 
in the country 


own 


together with a battery of conference secretaries and 
all ready to render ’round the clock service. 
And, Oh that wonderful feeling—to find yourself in a vacationer’s 
all Air hotel, motel, 
featuring 3 swimming pools, private fishing docks, 
kiddie play area, shopping plaza, tennis courts, badminton, cocktail lounges, 
dancing and continuous entertainment—and we're not forgetting the 
fabulous culinary delights awaiting you in the Golden Gate Dining Room 
or in the new Auditorium Coffee Shop. 


(OLDEN (ATE 


(OCEAN TO BAY) 


photographers 


paradise...650 accommodations, Conditioned), 


apartments, villas 


20 ACRES AT 194th STREET, 


SM/JANUARY 4, 1957 


MIAMI 


The Bay Room 


Meeting 700 
Banquet 500 
The Colony Room 
Meeting 450 
Banquet 350 


Committee Rooms A through ~ 
H will each handle groups up 
to 90 persons. 


For Full Details and Color Convention Brochure, 


write Dick Frey, General Sales Manager 


BEACH 41, FLORIDA 
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to a it to a Butler fair exhibit in attract farm families who attend the 
past year fair basically for a good time, we had 
| hy Cal dramatic dis ylay was to change our approac h to dis lay. 

J 4 PI i 


largely responsible for the increase in First, we established a central theme 
attendance and sales at Butler ex for the display and introduced mo- 
hibit We took a long look at our tion, sound and color to attract the 
fair program and concluded that to crowds. 


Prepare to be Pampered 


aS fs - 
at these GER [UC hotels 


CONVENTION experience 


facilities and space 
is availabl 

% Charleston, South 
to YOU! 


‘ 


@ FORT HARRISON 
Clearwater, Florida 


@ JACK TAR ORANGE HOUSE 
Orange, Texas 
JACK TAR 
Galveston, Texas 
For complete information, 
write or call hotel Sales Manager 
at any Jack Tar hotel. 


et et a rel ee 


200 VILLAS HOTEL ROOMS. APARTMENTS AND PENTHOUSES 


ONDITIONED AND HEATED Ample 
ON THE OCEAN + PALM BEACH ° FLORIDA 


“YOU COW? RAVE TO Of 4 GhLisemame TO LIVE LE OMT @ Pale Gtaee 
0 ConvinTws Tee \aset 68 Tee Sma) 


pee Bh ose 2 A 


so 
as Baroador 


SOFT OCTAN BACH 
wits Cabanas 


TWO Swinaming peed 


tee wale & acl we 


TWO DINING OOmS 
writes COC RT AR | ures 


Park in fron? of vour room Two major RR stations Goll . Tennis - Deep Sea Fishing 


a premaes Mowe and sound equipment. Planned entertainment Beautilul roof garden & patios 


Additonal eccommeodetions ere lobe lor eatre large conventions 


THE FABULOUS GOLD COAST insures 
POR RECEAVATIONS OR COLOGAFUL BROCHURES 
T17@ SOUTH GOLAw BOULEVARD 


Aw conditioned meeting rooms 


YOUR MOST SUCCESSFUL ConvEnTiON 
PROBE WIRE OR WRITE FRAGE WilLliags 
TELEPHONE JUSTICR 2-747) PALM BEACH, FLORIO’ 


For Your SALES MEETING 


* Largest Hotel between N. Y. & Buffalo 
* Audio-Visual equipment 


from 10 to 1,000 


Closed-circuit television 

? oarking areas within a block 

M nutes from N. Y. State thruway 
* Special banquet and kitchen facilities 
* Four fine restaurants 


Hotel Syracuse 


JAMES F. GILDAY. exec. vice-pres. SYRACUSE, NEW YORK © TELETYPE $$300 


Theme Developed 


A circus theme was developed, and 
designs made for moving and talking 
animals, clowns and barkers. For ex 
ample, a large eight-foot-high dimen- 
sional barker with a calliope and 
main entrance sign were built. ‘The 
entire lot was enclosed with an eight- 
foot-high canvas wall. Inside the 
“Butler Farm Land Show,” animals 
and clowns talked about Butler prod- 
ucts, 

An elephant was designed with a 
moving trunk and jet of air to talk 
about Butler grain bins and force-aire 
grain drying equipment. A 14-foot 
girafie stood beside the high Butler 
augers and elevators and talked about 
their features. Inside the Butler steel 
building a swinging trapeze artist 
pointed out the post-free interiors and 
clear span construction. A camel ex- 
plained advantages of Butler stock- 
watering tanks. 


Savings Necessary 


Working with our display com- 
pany, American Displays, Kansas 
City, we found that to achieve the 
effect we wanted was going to cost 
more than displays of previous years. 
In the past our total fair program 
cost in excess of $50,000. Butler man- 
agement felt that this amount should 
be the total expenditure in 1956. 
Therefore, it was necessary to affect 
several savings. For example, in past 
years products had been lacquered, 
hand lettered and specially crated by 
an outside company. A saving of 
$6,000 was made possible by han- 
dling product preparation in our own 
Kansas City plant using assembly line 
methods for painting and crating. In 
past years a separate set of display 
materials had been built and shipped 
to each fair. By producing a smaller 
number of display units and reship 
ping them from fair to fair we had a 
total display job, including motion 
and sound, at about the same figure as 


the previous year. 


Coordinated Sound 


Damon Recording Studios, Kansas 
City, developed a sound 
mechanisms which coordinated the 
sound for each figure by means of a 
timing device from a central record 
player and amplifier. 

Results in sales and record attend- 
ance are still coming in, but Butler is 
assured that its new approach to a 
state fair program is paying off. 

The End 
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PLANNING COMMITTEE for Family Days at Bell & Howell in- 


cluded 10 executives who worked out details to cater to everyone 


Bell & Howell “Audiomates’ 


Professional voice tapes message for each stop on plant 
tour. Guides have no script to learn, simply flip switch on 
recorder as group moves to ''station'’. Company handles 
3,000 visitors at celebration to mark 50th anniversary. 


Ill., plant. \Motive: to 


sell not motion picture cameras, but 


No blood, a lot of sweat and only Lincolnwood 
a few tears went into the planning 
and staging of Bell & Howell Com 
pany's 
munity Days 


to sell the company to 3,000 employe 5 
recent Family and Com families and the plant's neighbors. 


celebration at its Bell & Howell, said to be the 


TAPE RECORDERS. with professionally recorded informative mes- 


in plant to explain manufacturing operations 


sages, were used 
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WELCOME BROCHURES, "Hello" tags and combination letter- 


opener-magnifying-glass souvenirs were given at registration desks 


Plant Tour 


world largest mManulacturer of mo 
tion picture equipment, celebrated its 
0th year with a full week of enter 
taining employes’ families, commu 
nity leaders clergymen school admin 
istrators PTA. otheers, neighboring 
industrial presidents and members of 
the Business and Professional Wom 
en's Club, The company toured, dined 
and entertained them during what 
might be termed one of the world’s 
largest ‘‘sales’’ meetings fer selling 
Bell & Howell. 

\udiomation 


corded sound for live guide's voice ) 


(substitution of re 


SAFETY GLASSES were given guests for tour. Thirty-five display 


boards were set up at key points to demonstrate precision work. 
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was introduced necessarily to the hearsal for the 40 guides. At each ginning location. To enable Mama 
plant tour because, ac ording to ‘Ted stop, the guide merely snapped on the to enjoy herself, the company provided 
McNabb, director of community re tape recorder, adjusted volume to free baby-sitting services with volun- 
lations, “Guides came from all over noise conditions at that particular teers to entertain moppets with motion 
the plant and executive officers. You station, while the  official-sounding pictures. 
can teach them which route to take voice explained just what was going For those who could not take the 
their groups along, but it’s hard to on. “Each message was less than a plant tour either through physical 
make them all learn the same story minute,” McNabb explains. “Because disability or mental disinclination, 
patter for each stop.” To solve this groups— about 25 people—consisted there was the easy way, A movie 
problem of explaining coherently the of all age ranges, we had to make the titled: “The Bell & Howell Story” 
whyfor of each tour “station,” B&H spiels short to hold attention.” had been written and produced by 
executives hired a local (WGN-TV) Hostesses in the lobby of the main McNabb especially for the occasion. 
Chicago announcer to narrate a script building greeted guests as they came It showed the company’s own people 
on their own tape on their own in, saw that each and every one, in- at work in many departments and was 
machines. cluding children, had a name tag and a fine capsule tour lasting 22 minutes. 
Thus there was little or no re escorted them to the next tour’s be Although the film has served its initial 


purpose, McNabb still has numerous 
requests tor the film from community 
groups, and now has eight prints of it 


———_ 9 available by request. 
Here Sa line on the “Tt was a surprisingly low-budget 
production,” he says modestly. 


“BAHEBA (Bell & Howell Em- 


HOTEL 
ployes Benevolent Association ) under- 
wrote most of it, and it was made 
entirely by our own people. It was as 
Cw/ Leilene, low-cost as any other amateur film is 
. to make,” 
McNabb explains that Herman 


Skadow and his BAHEBA committee 
tried to get certain types of people to 
<Now a MASSAG LIA Hotel come in on a certain day so that they 
i could “slant” the program. Since the 
Myo) The Crest of Good Living celebration was held simultaneously 
YOR with introduction of the company’s 
" new “electric eye’ movie camera, ob- 
vious thing to do would be to invite 
the right folks in who would be most 
interested in it. 


In the heart of the city’s trading and enter- 

tainment area . . . 2500 outside rooms, many 

with TV... Fine dining . . . Home of the 

famous Lamp Post Corner Restaurant and 
“7 Gaslight Bar. 


Fe Excell : a : : This meant the families of engi- 
} -xcellent convention facilities with air-con- neering people who had heard their 
if ditioned conference rooms ... Ballroom and men talk about the new camera at 
My Showroom layouts exactly as you specify home; wives and children of sales and 
: . . » for full information about the availa- advertising personnel, too, who had 
al bility of the famous Terrace Room, the listened to husbands and fathers de- 
| Mosaic Room and the other attractive Ball- scolien toour Gc uae dieetale Gue wee 


rooms and meeting rooms at the New Yorker to be promoted and sold. Slide films 
contact Sales Department, Longacre 3-1000. © about it were shown to these inter- 


Or our nearest convention office— ested groups. 


Community program opened on a 

hi LL & i - . 
Az, Was mts ©, Se sm i Monday, and the electric-eye camera 
i Chicago, MOhawk 4-5100 was announced the next day, with ini- 


JOSEPH MASSAGLIA, JR., Pres. tial promotion running simultaneously 
1) CHARLES W, COLE, Gen. Mgr. with the week of visitations. How- 

o “sy JACK WILDER, Mgr. ever, the week-long program of fam- 
a eer wOTets gage , ily and community visits was not de- 


~ signed to specifically publicize the 


34th Street at 
Eighth Avenue 
New York 1, N.Y. 


Other MASSAGLIA “CREST of GOOD LIVING"’ Hotels new camera and could not be con- 
Santa Monica, Calif. Hotel MIRAMAR Washington, D.C. Hotel RALEIGH — a publicity tool to further its 
San Jose, Calif. Hotel SAINTE CLAIRE Hartford, Conn. Hotel BOND To this end, editors from all com- 
Long Beach, Calif. Hotel WILTON Cincinnati, O. Hotel SINTON munity newspapers in Lincolnwood, 
Gallup, N.M. Hotel EL RANCHO Pittsburgh, Pa. Hotel SHERWYN Skokie, Morton Grove, Niles and 
Albuquerque, N.M. Hotel FRANCISCAN Denver, Col. Hotel PARK LANE community editors and leaders from 
Chicago’s North Side were invited 
ondin Hawall Hotel WAIKIKI BILTMORE Honolulu for one day. 

Entire celebration was based on 

MIDWEST HEADQUARTERS . . , 
CHICAGO §s00KING OFFICE @ 200€. Walton DE 7-6344 B&H’s Annual Family Night, which 


usually is held in April just before the 
Teletype service annual meeting of stockholders. This 
event was founded not only for the 


World famed hotels Television 
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purpose of providing entertainment 
for wives and children of workers, but 
to bring them the same financial report 
as would be presented to shareholders 
later 

Phis year, 
do it 


the company decided to 
differently; they thought it 
would be nice if the family could see 
“the old man in action,” and how he 
wins their bread. So families came 
every day, on Wednesday evening, and 
on Sunday. “We found so many 
working wives,” McNabb said, “that 
we had to carry over to Sunday.” 
Guests were treated to dinner in 
the plant’s two cafeterias every night. 
During the dinner period, the group 
became somewhat of a “captive au- 
dience,” albeit a willing one. 
BAHEBA had asked management to 
present a program here which would 
the history of the company, 
future plans for new products, outline 
ol plans ror plant 


prog! 


Covel 


facilities, 
outlook 
employe benefits and 


new 
capital equipment 


for job security, 


am, 


advancement. 
Youngish President Charles H. 
Percy, and W. E. Roberts 


vice-president, 


opportunities toi 


executive 
the groups 
each night and introduced other of 
ficers answered questions and 
chatted with ‘lwo groups 
were thus entertained each day in each 
of the two dining rooms. 


welcomed 


who 
families. 


High spot of the programs were 
announcements of “telephone quiz” 
winners. Before the week’s celebration 
began, William Hodge, director of 
employ relations, had conducted this 
electronic which he called 
employes’ wives and asked them ques 


game in 


tions concerning profit sharing, 
BAHEBA, company benefits, sug- 


gestion system and company history. 
If the wife answered correctly, she 
received a sizeable gift certificate re- 
deemable at the company store. 

This is not too dificult for mem 
bers of employes’ families, McNabb 
avers, since Bell & Howell people are 
constantly fed “‘a large amount of in- 
formation their employer, in 
cluding financial figures. There seems 
to be a very high degree of knowledge 
of company operation,” he says. 


about 


Everyone present was given a “wel 
come” brochure, a souvenir, and com 
peted for handsome door prizes. 

Problems? ‘““There were no prob 
lems in staging the affair,’”’ McNabb 
reveals. ‘By getting our heads togeth- 
er long before the formal plant tours, 
we arranged things to go smoothly. 
Only Many 


ployes made reservations, as 


one minor thing: em 
was re 
quired, for themselves and wives. We 
many to 
feed and how many baby sitters were 


‘| hus 


and 


had to have an idea of how 


needed. somewhat 


shocked 


we were 


surprised to see some 


SM/JANUARY 4, 1957 


people show up with three or even 
five ‘unreserved’ kids in tow.” 
Public relations-wise, the week’s 
meeting was a big success. Says Mrs. 
Betty Lyman, director of public re 
lations, “It was excellent for raising 
an already-high opinion of Bell & 
Howell in Lincolnwood and neigh 
boring suburban communities — of 
Chicago. Families of employes now 
seem to be knit more closely with the 
company and really feel like part of 
it. The attitude has been helped, of 
course, through our annual ‘Family 


Nights’—and we don’t call them 
‘Open House’ because that’s a cold 


phrase. During the week-long pro 
gram, we made them aware of Bell & 


Howell’s history and tradition, with 
accent on the next 50 years. 
Bell & Howell executive offices 


continued to get telephone calls of 
praise long after the close of Family 
and Community Days. Many said 
they were flattered at receiving intor 
mation only to 
holders in most companies. New em 
ploye families in particular were sur- 
prised to find that there are no secrets 


usually given share 


at the big manufacturer of precision 


“sight and sound” equipment, for they 
saw and they heard. 


The End 


For complete information, address 


Charles L. Norvell, Director of Sales, 
The Greenbrier, White Sulphur Springs 
West Virginia, or inquire of reservation 
offices at: New York, 17 East 45th Street, 
MU 2-4300; Boston, 73 Tremont Street, 
LA 43-4497; 1 West Washington 
RA 6-0625; Washington, 
Investment Bldg., RE 7-264 


Chicago 
Street 


Db. ¢ 


Py 
WHITE SULPHUR SPRINGS - 


Ci 


Combining the finest, most modern ac- 
commodations for business meetings with 
unexcelled sport and recreational facilities, 
The Greenbrier offers an outstanding loca- 
tion for your next convention. The Green- 
brier’s newly completed, air-conditioned 
West Wing provides meeting rooms for 
groups up to 1000 and includes such 
..» @ brand new auditorium 


. the latest P. A. 


features as 
with a 42 foot stage. . 
systems and projection equipment .. . a 
. and 


superb arrangements for banquets. Don't 


theater with CinemaScope screen . 


overlook either, the marvelous sports and 
recreational facilities, the courteous serv- 
ice, comfortable guest rooms and wonder- 
ful dining that have made The Greenbrier 
world-renowned as America’s Informal 


Business Capitol. 


LOM UC e 


WEST VIRGINIA 
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ded _ j 


Talk, talk, talk gives the eyes nothing on which to focus, so they wander. 


Why and How to Use Charts 


ting tool reaching the ear Simply, if the eyes charts is contained in a booklet, “The 

ised enough not have nothing to do, they wande1 Way and How of Making a Chart 
ilue of a chart tollowed qui kly by the audience's Presentation.”” Produced by Oravis 
ttention through thought ual Co., Inc., St. Petersburg 2, Fla., 


- 


mportance of word ome basic instruction for use oft the booklet gives hints do's and 


A aa | 


; 


cre Van 
Sia fe 


5 Ue 
‘@ agen 


CHART can help to focus attention COMMON ERROR is to use figures and lettering DON'T CROWD or clutter chart with too much 


ist facts for retention, clarify and so small that only the speaker can read them copy or too many ideas. This adds distraction 


emphasize ideas, and act as 3 guide Nothing is move frustrating and irritating to audi instead of clarification. Break ideas down into a 


to your presentation for any meeting ence, If chart can't be read, it has negative effect number of charts, each with a single major point. 
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« More and More Conventions Are Headed for 


D ly 2) 
ZX. LONG BEACH 9. Southem California 


Top Hotels and Motels—Adjacent to Municipal Auditorium 


onvenient, comfortable rooms at sensible prices. 


0K Y Excellent Exhibit and Meeting Halls 
' Ample booth spece—nearly 100 meeting halls. 
(rte Y Largest Auditorium in the West 


Convention and Trade Show Know-How 


Helpful experience gained from over 1000 shows. 


Fun—Around the Clock, Around the Year 


Night Clubs—Sports—Entertainment. 


Hundreds of Nearby Scenic and Recreational Advantages 


Disneyland—Marineland of the Pacific—Hollywood—Catalinoa—Knott's Berry 
Farm—Old Mexico—West's Finest Amusement Zone. 
Write now for more information 
Convention & Visitors Bureau 
WA 


Municipal Auditorium 


LONG BEACH, CALIFORNIA 
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Virginia 4 Most 


Finest Meeting Facilities in All of 
Virginia Are Yours in These Expertly- 
Managed and Tastefully - Appointed 


fe John Marshall 


Fifth and Franklin 
RICHMOND, VIRGINIA 


AIR-CONDITIONED ywuite Room, on male 
lebby fieer, seats up te : 


AIR-CONDITIONED Patrick Henry-Stonewall 
Jeckson Room (600). 
AIR-CONDITIONED George Wythe Room (150). 


ROOF GARDEN dates 500. 5 additicse! 
AIR-CONDITIONED CONFERENCE ROOMS. 


500 OUTSIDE ROOMS, EACH WITH 
PRIVATE BATH, 


FOR RESORT CONVENTIONS 


Chamberlin 


Old Point Comfort, Fort Monroe, Va. 


The Largest and Finest Hotel on 
Virginia's East Coast 


AIR-CONDITIONED Virginia Room (400) 
AIR-CONDITIONED Hampton Room (425) 
AIR-CONDITIONED Monroe Room (125) 


AIR-CONDITIONED Chesapeake Room (30) 
Reet Garden 


300 Beautifully Furnished Rooms, All Outside, 
each with private baths. 


OPEN ALL YEAR 


TTT LLL LU 


RICHMOND HOTELS, INC. 
RICHMOND, VIRGINIA 


HOTEL KING CARTER 
250 Rooms. Rates from $3.50 


HOTEL RICHMOND 
300 Rooms. Rates from $4.00 


HOTEL WM. BYRD 
200 Rooms. Rates from $4.00 


Write for FREE Interesting Brochure, 
Giving Full Convention Facilities In De 
tall and Fioor Plans! 


TWX Connects all 5 Hotels 
© ceagvaegvngd id AAA UL 4 44 UL LL) Lun NE 


44 


CHART helps to keep you from wandering. 


don'ts for planning and using 
charts. First, it points out that charts 
probably are the least expensive and 
most flexible of visual aids. 

A meeting 


about using graph charts. 


ra 


planner is cautioned 
While they 
can clarify, instruct and enthuse, they 
also can frustrate, deceive or distort 

depending on the skill or intentions 
of its maker.” Like a billboard, a 
chart’s message via a graph—must 
Wrong types 


of coordinates or method of portrayal 


be grasped at a glance. “ 


can distort the effect you intended to 


| 


, 
create, Because the same data can be 


plotted in a variety of ways, be sure 
you select the one that gives emphasis 
to your story.’ 

Beware of teo much copy on you! 
chart I he ire to illustrate high 
point only, not an entire speech, Use 
key words for best 

Instead of a chart 


pad on your Ca «| l 


retention 

a large writing 
effective. it can 
be used to write Gown suggestions or 
points Tor dis ussion to keep con 
ferees trom going astray 
use of the pad is to make your own 
chart as you talk. ‘You use simple 
ilfustration to emphasize ideas. You 


need not be an art to get good re- 


An effective 


PE 


TER 
CONSUMPTION 


1N GALLONS 


WAGER HREER wee 
& 


A 
wash 20 165 105 
Ginroet 20 190 1.0 
tow. 40 355 215 


FACTS are dramatized and simplified, and 
made easy to follow with a good chart. 


sults, and such a technique can make 
you a better speaker. 

For large audiences, you should use 
large cardboard charts. Size of your 
charts is determined by greatest dis- 
tance between anyone in your audi 
ence and your chart. 

lor a big chart, it’s best to turn the 
espec ially 
if it is to be used more than once. 

The End 


job over to a professional 


RECTIFIEP” 
MAGNET 


TURN-OVER CHARTS are particularly de- 
sirable when easy portability is important. 
They can be rolled up into small bundle. 


tor careful and considerote attention. 
L. GARDNER MOORE-—M anager 


JOSEPH W. ELLIOTT—Sales Manager 


NOW IS THE TIME FOR THAT 
WASHINGTON CONVENTION 


t's BUSINESS beck in the Capital—To catch this sew ——- poe ge give your 
c and Meetings and Exhibits the added test and 
Washington Mae B your activities at The Shoreham. 


Few national meetings are too large for our facilities . . . 


SHOREHAM 


Connocticut Avenue at Cabert Street 


io of tee cow 


certainly none is too small 


Washington 8,D.C. 
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With The 
Jamestown Festival 


So nearby 


The Cavalier 
is the 195/ 


SALES MEETING on an open lot in Chicago. Convention 
Meet Where Building Is to Be Choice 


Write our Convention Director for 
\mid colorful ceremonies, executives and sales personnel of Old Rose Convention Brochure—information on 


Distributing Co., Chi ago, parti ipated in the dedi ation ot a simulated the Jamestown Festival The Cavalier's 


ornerstone of ts new S/JUUU00 wareho is and general ofhice building mestown Tours for Convention 
> ames 
Guests- Dates Open in 1957 


rece ntly. Dedi ation was s heduled into the regular weekly sales meetin 
and took place on the 150,000 sq. It. of property. 


Old Rose, a major Seagram distributor, and serving other producers 
0 million annually. Executive Vice 


a ’ 
President Harold Kk. Strauss was not in attendance He was on a con 


is well does a sale volume ot > 


bination business and vacation trip abroad. VIRGINIA BEACH. VA 
Facilities to conduct the meeting were all on hand speaker s dais 


id speake r, and chairs, in addition to the necessary props. 
everal days preceding the “Dedication Meeting,’ Old Rose’s 70 


smen who ser * 10,000 retail liquor licensees in the Chi ago area ARIZONA’S 
told of the forthcoming program. ‘They were told that copies of COUNTRY CLUB RESORT 
secured on “Dedication Day would be placed in a simulated 


‘rstone and later transferred as part of the mementos into the real INVITES 
‘rstone. ‘he record of their participation in this event would thu GROUP MEETINGS 


be a lasting and significant one 


the meeting heo tl, 
the meeting began promptly) Accommodations for 140 quests in a 


nened oe & “< , ve r A Ive > 
ed b ale \lanage | d Sx holl who introduced President Maurice secluded club-like atmosphere only 15 
B. Frank. He presented a gold desk alarm clock, suitably engraved, to 


} 


| 


Under blue skies with a cooling breeze 


miles to Phoenix. 70 acres of lawns and 


‘ 
men . > 4 > ‘ 

embers of the Old Rose organization who had been associated with flowers. Magnificent golf course and other 
the 2 


for 10 years or longer sports. 3740’ Paved Airstrip. Superb 
\t the precise spot where the cornerstone of the building will be set food and well-trained service. Variety 

workmen bro ight the simulated, gold painted stone, Frank tipped in the of meeting and conference rooms 

first shovelful of earth, and the salesmen then lined up and with a shovel 

of earth placed their orders in the container. Season: NOVEMBER to MAY 

+ THE 


Where else in this wide, WIGWAM 


LITCHFIELD PARK 


wide world as wonderful! ARIZONA 


READE WHITWELL «+ Mgr. 


In Chicago Call: MOhawk 4-5100 
DIKXVILLE NOTCH + NEW HAMPSHIRE 


ompany 


THE 


White Mountain 3000 acre resort with every convention 

facility at no extra charge 

© Accommodates 500 from June 15 to July 15 & August |5 
to October 15; 100 from July |5-August [5 

© 8000 sq. ft. exhibit space, PA systern, all visual aids, 
stage 
Banquet facilities for 550, 10 spacious Conference Rooms 
Fine cuisine, 3 cocktail lounges 
All sports — 18 hole course, fishing, swimming, etc. 


For rates ond details write or phone: Wm. E. Brown, M Dixvill 
Notch, N. H. Dixville 9010 “ ee ee 
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TWO.-INCH THICK STEAKS were grilled right in the center of St. Paul Municipal Auditorium's Arena 


r * tion and first that included wives. 
g Ke B Ss Jubilee: lo bring his wite, a salesman had 
P to reach a quota set at about 11% 
e e above previous sales. “The company 
Bountiful Bi and Brass expected 450 men to qualify, but was 
, 9g y pleasantly surprised to find 569 
wives could accompany their hus 
bands. All salesmen who had_ been 
with the company more than_ six 

st cal months were invited (954). 


abl thy 
1) mond | i dar manutacturer in the world. All All expenses for both salesmen and 
Brown & y of its 1,100 salesmen work on com their wives were paid by Brown & 


nission only. Average salesman earns Bigelow. ‘This included a check for 
‘tiny are $12,000 a year (receives an average pocket money, too 

stagyering ( ipproximately ommussion of 180% to 20% ). Including field sales executives, 
$750,000 to produce this meeting \ double celebration was woven salesmen, wives, special guests and 
but i President Charles A. Ward nto B& B's convention: 60th anni some members of the press, 1,800 
It's worth $ nillion in enthusiasm ersary of the company and 70th were brought into St. Paul. Largest 
Ienthusiasn i vital commodity birthday of President Ward. It was civilian airlift ever organized to haul 

& relow, remembran he company's third national conven passengers to one point within about 


; 
lor TOW 


LAVISH AND EXOTIC, this is just 
part of the vast tables spread with 
every conceivable type of game and 
canapes. Large gilted cage con- 
tained a  bird-costumed acrobat, 
perched upon a swing. Bill of fare 
included caviar, roasted pheasant, 
bear steak, caribou steak, shrimp, crab 
and 50 other delicacies, This ‘Bird 
Cage Saloon” had what probably was 
the longest bar in the world, 200 feet. 
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BROUGHT BACK to help plan the "Bird Cage Saloon,” Orion BIRTHDAY BALL layout is studied in miniature by Charles A. Ward, 
Winford, formerly with Creative Department, is shown with model president. D. W. Brabeck, sm, and Robert Henderson, Sr., v-p 


20 hours was arranged by United Air 
Lines. A total of 38 charter flights 
were involved to move conventioneers 
to and from St. Paul. 

In addition to United, a half dozer 
other airlines were involved in ordet 
to transport salesmen and wives from 
every part of the country and some 
trom overseas 

Anxious to please especially the 
60% of salesmen and wives who were 
first-time airline passengers United 
went all-out to provide extra service, 
Souvenir menus were prepared and 
cocktails and filet steaks were served 
on all flights. United put a sales rep 
resentative on each plane to insure 
extra service in flight. 


Convention included elaborate stage 


rg anes agg Teen pe CREATIVE PEOPLE at Brown & Bigelow designed exhibits that covered 75,000-sq ft 
giant proportions, an ice show, and area in St. Paul Auditorium. It took @ month to build 18 large exhibits 
probably the world’s largest saloon. 
Conventioneers arrived on a Satur 
day or Sunday for an early Monday 
opening. Hotels in both St. Paul and 
Minneapolis were used to house sales 
men and wives. Conventioneers were 
awakened at 6 AM in Minneapolis 
hotels and 6:30 AM in St. Paul hotels 
in order to be at the St. Paul Munici 
pal Auditorium at 8:30 for start of 
the sales meeting. 
Dan W. Brabeck, general sales 
manager, set the pace for the meeting 
with a warm but stirring address. 
Most company executives were on 
Stage during the day to present new 
.deas and information. The program 
was lighted by a professional cast of 
six singer-actors, a full orchestra and 
original lyric S. 
For Brabeck, this meeting is “worth 
every dime that it costs.”” “Not one 
man could leave without increasing OFFICES DUPLICATED in auditorium with a desk for every department so that sales 


” e 1 j +? rve conventioneers 
his business 15% if he gets out of this men could get facts and help. Post office, in rear, was built to serve co ' 
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ond lionid, 


Meeting Space for’ 2000 
Or Banquet of 1800 

Or Space for 100 Exhibits 
Three Spaces for 500 
Garden Dining for 1500 


Twelve Rooms Ranging in Size 
to Accommodate 25 to 200 


Free Parking in Hotel Grounds 


Largest Hotel in Atlanta 


done Hill more 


we 


LASALLE AND MADISON 


CHICAGO 


Teletype 
CG 28 


Complete facilities adaptable vo 

any type of function 

Personalized attention to 

every detail 

Convenient to railroad terminals 

Located in the center of 

downtown Chicago 

Gracious, modern atmosphere, plus 

traditional LaSalle hospitality 

WRITE FOR ROOM CHARTS, FLOOR PLANS AND FULL DETAILS 

A.M. QUARLES M.P. MATHEWSON 
’ 'r 


tnt ALES QLHECTOR 
eNERAL MANAGER 


meeting what we want him to,” he 
declares. 
While it is a staggering job to pro 
‘a meeting of the magnitude at 
tempted, Brabeck “would like to have 
one like it once a year.’ Heretofore 
district meetings were staged annually 
with seven teams of executives who 
traveled from St. Paul across country 
V th a p if kaged meeting. ‘| he seven 
team district meetings cost about half 
the national convention to produce, 
according to Kk. ¢ 
tive vice-president 


Peterson, execu 
“This national 


' 


meeting is one-third our sales promo 
tion budget - he reveals, 


Bb & B's 
the community to judge by the wel 


jubilee was important to 


Come Sizns visible in shops throughout 
St. Paul and the presence of Minne 
sota Governor Orville Freeman who 
addressed salesmen and wives early 
\Nlonday morning 
It was not all fun and luxury 
Stage presentations were hard-hitting. 
attempt was made to inspire 
salesmen to want more, and to stimu 
late wives to want more. A mink 
coated model in a white Cadillac 
convertible was driven on stage to 
park wives’ imaginations as to pos 
ble earnings of husbands with extra 
effort 
B& B's 


mous calendar artists was trotted out 


complete “stable” of fa 


on staye on the arms of curvacious 
models, to give salesmen an opportu 
» the men and women who 
draw e calendars that are the main 
tay of B & B sales. While salesmen 
were introduced to artists, mailmen 
were delivering the new calendar line 
to the homes of salesmen throughout 
the world. Mailings were timed to 
ive while salesmen were in St 
o that they could Zo right out 
tart sell ng upon returning hon eo 
\t a rental of $15,000, B & B took 
over St. Paul Municipal Auditorium 
for the convention, It took four weeks 
to install exhibits that covered an 
area of 75,000 sq. ft. It required more 
than two months to fabricate exhibit 
materials. [exhibits were built in the 
company’s basement with the help of 
its creative staff and 15 outside sign 
painters 
I’xhibit space was charged to com 
pany departments that had displays. 
All displays were designed to sell. 
Because Brown & Bigelow manufa 
tures some 900 items, various depart 
ments have to sell hard to get sales 
men to push their wares. ‘I hus, much 
ingenuity went into exhibits. 
Salesmen were shown in. exhibit 
booths how various products are made. 
‘The Direct Mail Dept. showed its 
complete operation from printing a 
mailing piece right in its booth to the 


accommodations 


in Inn, Lodge or private cot- 
tages at special group rates. 


meeting facilities 


for 2C to 350 people, modern 
eeting equipment, banquet 


rf 1 lities, experienced 


sports and fun 


ig in lake or pool, 
Tennis Club, chair 
lift, riding, golf—dancing, en- 


‘ 


tertainment. 


transportation 


by air, rail, bus or car over 
excellent Route |] 


Mont Tremblant 
P.Q., Canada 


Siegfried Faller, Jr., Sales Mgr. 
Tel: St. Jovite 83 


ATLANTIC CITY 
MODERN AS TOMORROW 
TO SERVE YOU 
TODAY 
Seventeen meeting rooms — cli- 
maxed by Trimble Hall—provide 
facilities for groups of from 25 to 
950 persons. Exhibit space of ap- 
proximately 12,000 square feet is 
available, serviced by heavy-duty 
elevator. 
A choice of 400 spacious rooms— 
majority overlooking the ocean— 
each with private tub and shower, 
fresh and sea water—music for 
dancing twice daily. 
GEORGE 8B. BRUNI 

Vice President & General Manager 

ADA TAYLOR 

Director of Seles 
STANLEY 8. CAMPBELL 
les Manager 
Telephone Atlantic City 6-127! 


Se 
\ @Y- THE-SEA 


SM/JANUARY 4, 1957 


NEED A CHANGE? 


If your conventions have tended 


to become conventional, we offer 


this unconventional solution — 


convene here! 


CHALFONTE ~ HADDON HALL 


on the Boardwalk, Atlantic City, NJ 


Owned & operated by Leeds & Lippincott Co. for 
67 years, Write for illustrated folder 


EXECUTIVES 


LEEDS e JOSEPH |. McDONELL 
LIPPINCOTT, JR. @ E. D. PARRISH 
ELLSWORTH SOOY e« DORI EARS « |. L. HAVERLY 
LAWRENCE B. RAUGH e GUY E. BROWN 
LEONARD G. RUNDSTROM « JAMES E. KNAUFF 


et us help make your next 
sales meeting the best one yet — 


WORLD- . 
at RENOWNED wor 


3 


_ THREE LAKES, WISCONSIN: _ 


of wonderful northern 


in the heart 
sales conference, 


Wisconsin. Take your = 
convention and staff meetings into @ 


other world.” 

Incomparable facilities, owner manage 
ment; easy to reach. Private conference 
rooms; banavet and cocktail party —_ 
gourmet food. Steom health baths, indoor 


mming pool and all types of sports 
sw 


Write or| phone us. 
LORETTA SUL FRANCES BLACKLOCK 
28 E. Jackson ¢ Route |, Box 37 
hicago Phone: | Hopkins, Minnesota 

WeEbster 9-7372 or 9-7362 | Phone: SOuth 1|-6159 
CLEVELAND OFFICE: PRospect 1-7827 
WASHINGTON OFFICE: Executive 3-648! 
NEW YORK OFFICE: MUrray Hill 6-6990 
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auditorium 


addressing, stuffing and mailing. 


booths had 
prize awards. 


Several contests 
Salesmen could w 
typewriter, pens, an original oil paint 
ing ot calendar art and leather gyoods 
Some contests were simply drawings 


t 


involved completing 


market 


while others 
questionnaires on 
tor B & B products. 
One clever approach was installa 
booth 


1 
Salesmen were invited to answer sey 


potentials 


t ; 


ion Of tape recorders in a 
eral questions on the recorders. Ques 
tions were geared to get ‘‘sales ideas 
to help new men,” and included: (1) 
What sales ideas produc e best results ; 
(2) What is the biggest problem to 
start; (3) What is your best new a 
idea; (4) What is best 
sale this year from customer reaction; 
(5) What idea clicked best in 1956? 
B&B 
should be able to compile a helpful 
about 200 


count your 


From the taped answers 


manual for new salesmen 
of whom are hired each year. 

“Feed the Kitty” headed one booth 
handout. 
that asked 
on how we Ci *rve 


Although 


out among dozens of 


It was a questionnaire sheet 
salesmen for “suggestions 

you better 

1obs were parce lled 

executives and 

home-ofhice employes company presi 

dent had to say “yes” or “no” to ever 


Says Charlie Ward, “I have 


finger in the pie at all times, | 


detail 


nt go to bed until every plane wa 
Asked whether wives might be 
vited again to a B & B sales 
ing, Ward says, “We'll bring in wive 
if the men do the job expected.” 
While being interviewed by the 
Charlie Ward was asked if he 


be hungry 


meet 


press 
had eaten vet since he must 


at that hour. “I’ve always been a lit 
atte! 


hurry to 


tle hungry,” he said 


he didn't 


[hat sentence sums up some of Ward's 


indicating 
want to lunch 
sales philosophy. Always being a little 
hungry 

that 


meeting. 


you strive harder. It is this 
idea lay under the big B & B 
make 


their wives a little hungry for 


Aim was to salesmen and 
more 
finer 


material possessions, for the 


things in life, for more prestige. 
‘To make men and their wives hun 
Charlie Ward 
an elegant cocktail party 


b inquet to riv 


gry for luxury, 

them 

al anything vet dre 
yr a convention 

Half of the hall of the 

Dia 

‘Theater 
plush 


exhibition 
was converted 
Annie’s Bird Cag 
a 1885 ()utsid 


iloon 


into 


mond 


rs avo. 


Centered in this hu 
and ypastronon 


sa large gilded Cage, ¢ 


No Competition 
For Attention 


And everything to insure a per 
fect meeting on our 3500 acre 
estate atop the Poconos. Groups 
of 300 will find attractive meeting 
rooms, comfortable accommoda 
tions, superb bar and banquet 
service. All winter and summer 
sports. Only 100 miles from New 
York or Philadelphia 


Prospect 1-7827 


POCONO MANOR 


POCONO MANOR PA 


JOHN M CRANDALL, Ger 


CINCINNATI’S tarcest 


AND LEADING 
CONVENTION HOTEL 


HOTEL 
HERATON-{ sIBSON 


Complete Convention Facilities 


24 Meeting Rooms ranging in 
capacity from 10 to 1700 


TELEPHONE MAin 1-6600 
TELETYPE Ci-559 


Ann Kroger, Sales Manager 


- Gnallln Groups 


at the new fully air-conditioned 
Toffenetti Hotel in St. Petersburg 


Planning « convention or sales meeting for 4 
group from |0 to 1507 You'll find that the 
new Toffenetti Hotel has ideal facilities for 
serving groups of this size with personalized 
attention 


* Modern 
modating up to 150 
exhibits 
Beautiful restaurant serving world-famous 
Toffenetti food can accommodate up 
to 300 for special banquets 


meeting-banquet room accom- 
with facilities for 


Smartly furnished quest rooms 
* Free parking 


heart of St 
sight 


Cocktail lounge 
Perfect 
Petersburg, near all 
seeing attractions 


location in the 
sports and 


Open all year round 
McManemon, 


For information write 


James Director 


Managing 


THE NEW 


AIR-CONDITIONED 


/ 


FIRST AVE. AT SECOND ST, NORTH 
ST. PETERSBURG, FLORIDA 


ame hospitality as at our world-famous 
Temenetti Restaurants in New York and Chicago 


HOTEL 


HISTORIC 


Wille 


VIRGINIA 


A distinguished 
setting for 
meetings 
conferences, forums 


For groups of 10 to 300 persons beau- 
tiful Williamsburg offers 
delegates and their familic 


conference 
an oppor- 
tunity of combining business with an 
enjoyable holiday in this uniquely re- 
stored community. Here, where great 
patriots proc laimed our American faith 
there is something of interest for ev- 
eryone—tours through the Governor’s 
Palace, the Capitol and other famous 
exhibition buildings, 18th century gar- 
dens, golf, tennis, cycling. 

Fine cuisine, excellent accommoda- 
cons and true Virginia hospitality con- 
tribute greatly to the success of every 
meeting held in Williamsburg. 


Williamsburg Inn & Lodge 


burg, Va. or call 


100 


booklet ond information ares 
wom Will an ams. 
. ys ted Y. hea. .. Clrele 6-6800 


title of a small book 

Richard Beckhard. 
Beckhard, 

City, 


Ww ho Is direc tor, 


and contributing editor, 


planning chores in 

‘The six 
Fact 
Preparation, 


Follow | p 


kinding and Evaluation, 


Planning the 
Action. 


‘This book is part of 


\ssociations 


New Book on Workshop Planning 


How to Plan and Conduct Workshops and Conferences is the long 
( Association 


Conference 
Sates Meetinos, has packed into this 
handy volume results of years of study and observations of groups in 
action. While designed primarily for a community-type organization, 
it serves as an excellent primer for anyone charged with workshop 
association or industry. 
chapters of this valuable little tome are: 
Program Development, 
Conference 


“Leadership Library,” 
tion Press and copyright by National Board of Young Men’s Christian 


Press, New York City, $1) by 


New York 


Counselors, 


‘ a 
Initial Planning, 
Conterence 
Operations, Reporting and 


produced by Associa 


swinging Canary (a lovely acrobat in 


bird costume). On either side of the 
cage stretched yard 

tables bedecked with 
hors d'oeuvres, like 
Ariz., 
of game bird and 

West was spread 
$3 & B guests. 


cuts, 


yard of 
canapes and 
of which ‘Tomb 
saw. Every type 
animal of the 
before the 2,000 
Bear steak, bison cold 
caribou steak 
tridge, 


atter 


stone, never 


ame 


crab, caviar, par 
snails—these are just 
a tew of the 50 delicacies decoratively 
displayed, 


shrimp, 


and eaten. 
tork truck was converted into a 
rolling bandstand for 


a his 


a piano, player 


and songstress. mobile 


enter 


tainment center traveled through the 


throngs that either lined the 200-ft. 
bar or gathered around canape tables. 
In addition, a cowboy-attired 
orchestra gave forth in a 
saloon. 


dance 
corner of 
Strolling through 
the throng were employes of B & B 
who were The 40 
barmen who manned the long expanse 
of redwood bar were appropriately 
dressed and adorned with handlebar 


the huge 


Western garb. 


mustaches 

Atter two hours of imbibing and 
nibbling in Diamond Annie’s, sales 
men, wives and guests proceeded to 
the Arena floor of St. Paul Audi 
torium to be bedazzled by a blue 
lighted banquet hall. Down the cen 
ter aisle feet of charcoal 
grills. At one end of the huge hall 
was an elaborate head table. On the 
other, cowboys gathered around a real 
campfire in the center of 
sang Western tunes. 


were 60 


a coral and 
A chuck wagon 
and saddles were nearby to suggest a 
prairie. ‘The mesquite logs being 
burned were imported from Arizona 
to produce authentic odor. Overhead, 
diamond designs hung down 
and were outlined 

‘Two-inch thick 
pared on the 


artistic 

lights. 
steaks 
grills by 


were pre 
chef-hatted 


200 waitresses. 
A large dance orchestra was on hand 
to play during the dinner and for 
danc ing. 

Many 


expect, 


cooks and served by 


preparations, as you might 
had to be made to handle live 
fires in the auditorium. 
were 


Charcoal pits 
steel and asbestos lined. Four 
massive, high-speed exhaust fans were 
insalled to draw off smoke. A fire 
chief and 10 firemen were strate- 
gically placed around the hall — just 
in case. All fire-fighting equipment in 
the hall was checked out by firemen 
and ready. Nothing left to 
chance. 

But, 


switch! 


Was 


somebody torgot a simple 

Exhaust fans were not turned on 
in time and a blanket of smoke de- 
scended upon the 2,000 dinner guests 
with eye-tearing billows. It took at 
least an hour to clear out the smoke 
after hasty opening of all doors and 
putting fans to work at full tilt. The 
mishap marred somewhat the elegance 
of an impressive layout. 

This gala birthday ball was on 
Monday night. Following night, an 
award dinner was staged at which 
top salesmen’s wives received diamond 
rings and their husbands received 
watches. Wednesday evening, an ice 
review was staged. 

Vital statistics on this meeting are 
interesting if only to indicate 
proportions of preparations. 


giant 


Draperies and decorations for booths 
and ran to 26,000 yards of 
material. For the dining room floor, 
2.500 ft. of carpet in rolls nine-feet 
wide were laid. Painters consumed 
500 gallons of paint for decoration of 
the atiditorium. Displays required 
100 pounds of nails and 700 wing 
nuts. Completely wired for this ocea- 
the auditorium required 18,000 


saloon 


sion, 
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tt ‘lectrical wiring, and 9,000 
bulbs were installed in chandeliers 
and other light fixtures. 

‘Tables and bars used 60,000 feet 
of one-inch California redwood. For 


canape space alone, 2,420 sq. ft. were 
required. Game tables used 500 sq. ft. 
ot space. 

You get some idea of exhibit space 
by the use of 70,000 sq. ft. ot wall 
board that was ordered for booth 
backegre 

Over 600 orchids were used to 
honor wives before each boarded the 
plane for St. Paul. Each wife found 
flowers in her hotel room, too. 

\MIembers of the press and execu 
tives tound a bottle of bourbon and 
another of Scotch in each of their 
hotel roon Female members of the 
press received an tra gift from Mi 
and Mrs. Ward, a gold watch 

ver a gracious host, Charlie Ward 
took extra pains t « thoughtful and 
generous loping to retire next 
Cal he 

Irom star h, all was luxury 

comtort n arriving in ot 
Dand greeted each 
plane and buses * ready to take 
conventioneers a hotels. Pre 
registered the me \ picked up 
packets of literature at the hospitality 
desk in the hotel lobby and went up 
to their rooms where their luggage 
had been taken 

A complete directory of convention 
eers’ names and hotel rooms was in 
cluded in packets of booklets and in 
formation, \t least three separate 
booklets were included: one a sou 
venir piece; one a timetable; and one 
an invitation folder, 

Badges for salesmen and wives 
were special. Individual names on 
badges were printed. 

Although some bad weather threat 
ened, no snow fell to mar the con 
vention in November and all plane 
schedules worked out. satisfactorily. 
\ blanket insurance policy for all 
conventioneers and guests was ar 
ranged by B & B to provide $50,000 
of insurance tor each 

It won't take lons get evidence 


\s SOOT) 


Biggest Calendar Too Big 


Everything was big at the Brown & 
Bigelow sales meeting. One calendar 
however, was too big 

As a publicity stunt, a huge calen 
dar was constructed and billed as 
the largest in the world. I+ probably 
was—but nobody saw it 

Its 21 ft. by 12 ft. were too much 


for St. Paul's Auditorium doors. 
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as salesmen return home, they are were about $54 million. If big sale 
expected to get right to work to sell meetings boost sales toward the goal 
the new 1958 calendar line. all company officials agree that na 

Charlie \W ard Is alming tor a tional conventions may hex ome stand 
$100-million company. Sales for 1956 ard operating procedure The End 


Convention or Sales Meeting in the West? 


BETTY CORONES 
WANTS TO HELP YOU 


.with promotional material on the area you 
have in mind, publicity aids, mailings to 
your list, and special arrangements for 
luxury “Champagne Flights.’ As 
Manager of our Convention 
Department, Miss Corones is an 
expert! Write her now at 
‘ | 6060 Avion Dr., Los Angeles 45, Calif 
ae 
Champagne Flights | 


between 
Seattle Tacoma Portland W 
San Francisco Oakland t ST 
Los Angeles ag te [=a N 
Palm Springs Reno 
Salt Lake City Denver Al R Li t « 


Minneapolis St. Paul 


The Only Hotel in New York 
With A Little Theatre 


Perfect for Your Sales Meeting 


Professionally equipped theatre with 
spring-« sshioned seats; exhibit space of / 
square feet adjacent 


16 air-conditioned meeting rooms accomodat 


ing 25 to 530. Excellent trade show facilities 


Closed circuit telecasts 


® Fine banquet facilities 


° : French and American 
BETAS wT , ‘ . 
+ CEE + TF ‘ _—" 


1200 modern guest 


= ; : rooms. Air conditioned, 
GE. Are « ,, : 
5) IE 
T° Coe , 
ee es leon ae ; Just two blocks from 
. rene f the new Coliseum 
. ~ 7 
, CPAs a4 Midtown location a 
CEE, 
CAFES, , j ; step to Radio City, 
7 ry cy 
Saar * Fifth Avenue and 
, SEIT * Oh 


radio and television 


Broadway theatres 
® Owner-mar agement as 
sures personalized service 


Write to Director of Sales for illustrated brochure 


BARBIZON-PLAZA 


106 CENTRAL PARK SOUTH AT 6th AVENUE 
overlooking Central Park 


es onal 


the crowning touch 


Ow’ 


The finest in a beautiful resort hotel 

with observance of dietary laws 
Magnificent oceanview dining seat 
ing 1,000 Largest kosher dining 
room in the world—vunder one roof 

spacious pool, beach, cabana 
club—and the famous Jolson Corner 


cocktail lounge night club 


100% Air Conditioned 
ond Heoted 


Modified American Plan 


Also available on European 


and Full American Plans 


A Full Oceanfront Block 
40th to 41st St., MIAMI BEACH 


COastTt’s PINE S'T 


Co renter +t 


Staffed To Serve 
Any Type Meeting 


A tuxurlous resort hotel overlooking the Gulf 
specializing in conventions finest air-condi- 
toned meeting and banquet room in the South, 
seating 1500 experienced staff trained te 
hendie « ‘package convention” jer you .. . con 
veniently located between New Orieans and 
Moblie. Write us for more detalied information 


JIMMIE LOVE General Manager 


Mitr 
BILOX! MISSISSIPPI 


Overlooking the Gulf of Mexico 


THE 


INDEX TO ADVERTISERS 


Hotel Adolphus (Dallas) 59 

Aero Mayflower Transit Co 7 
A ” r 4 er Va 

Aladdin Hotel (Kansas City Mo.) 8) 
Ag k Adv 

Allied Van Lines Inc 4 


- Mv 


Ambassador International Corp 
/ K 4 j 
American Airlines Inc 

la & Newe 
American Neckwear Manufac turing Co 

A ~ & Advert j 
Americana Hotel (Bal Harbour. Fila ) 

f j A WV ® 
Andrews, Bartlett and Associates. Inc 
Aritona Manor (Phoenix) 


Atlanta Biltmore Hotel (Atianta) 
A ' Ma e 


Bahamas Government Development Board 
J 2 ‘ 


Baker Hotel (Dallas) 
/ Alert A Aq 
Balmoral Hotel (Miami Beach) 


The Balsams (Dixville Notch NH ) 
bk A ; 
Barbizon Plaza Hotel (New York City) 


Belleview Biltmore (Belleair Fila.) 


Berkeley-Carteret Hotel (Asbury Park, NJ.) 
Boca Raton Club (Boca Raton, Fila) 


Bon Air Hotel (Augusta) 

4 K 4, ’ 
Buena Vista Hotel (Biloxi, Miss.) 
A Aa 


Camelback Inn (Phoenix) 


Canadian National Railways 


Canadian Pacific Railways 
Aa P on & Eck 
Capital Airlines 

Ag y w w Ryo Advert } 
Caribe Hilton Hotel (San Juan, Puerto Rico) 

} y: Ne ) he hmane 
Cavalier Hotel (Richmond) 

Aq y sure amibe Ady j 
Casa Blanca Inn (Scottsdale, Ariz.) 
Chalfonte Haddon Hall (Atlantic City) 

Ag / ny & i Advert } 
The Chartmakers 
Claremont Hotel (Berkeley, Calif.) 

“Gg y ies Muy ie y 
Claridge Hotel (Atlantic City) 

Ag y [ and Advert ] 
Claridge Hotel (Memphis) 


Dartnell Corporation 
Agency: Arthur C, Barnett Agency 
Daytona Beach Convention Bureau 
Agency: Charles Corsi Advertising 
Hotel Del Coronado (Coronado, Calif.) 
Agency: Patten-Holloway Agency 
Delta Airlines 
Ag y: Burk dow 3 Adar 
Hotel Dennis (Atlantic City) 
Hotel DiLido (Miami Beach) 
Agency: Advertising Trade 
Dinkler Hotels 
Ag 


& 


Display & Exhibit Specialities Co 
Aa k & Bobertz 


Drake Hotel (Chicago) 
A } ; hb ; 


Eastern Airlines 
P et R ards 
Eden Roc Hotel (Miami Beach) 
Age y: HW tet k 
Edgewater Gulf Hotel (Edgewater Gulf, Miss.) 
A y Harry 
Edwards Hotel (Jackson, Miss.) 
Agency vertising Age 
El Tovar Hotel (Grand Canyon, Ariz.) 
Aa y Ww aw A t 


] & W 
Atkir lr 


iw 


Emerald Beach Hotel (Nassau) 
Ag y 
Empress Hotel (Miami Beach) 
Equinox House (Manchester, Vt.) 
A H t W bk A 
Fields Management Co 
A t K 
A ; . 
j 
Alan M. Fishburn Products 
A MOM A 


Floats, Inc 
Ac, a 
State of Florida 
Aq Y 


Flowers of Hawaii 
Aae We f ve y Ager 
Fontainebleau Hotel (Miami Beach) 
Agency: Newma Stern & Mandell 
Hotel Fort Sumter (Charleston, §.C.) 
} Ad tising Se Ager 


Ad 


Vel é 


Galveston (lexas) 
A yer y Alar 
Gardner Displays 
3¢ y: V Maitiand & A 
General Exhibits & Displays 
} er Pa Company 


The Genera! Oglethorpe Hotel (Savannah,Ga.) 45 
Agency: Harry Atkinson, Ir 


jyency 


Georgian Bay Line 8 
Aae y W olfe-Jickling-( nkey 
Gibraltar Corrugated Paper Co 3 
Agency: Ruder & Finn Ass 
The Golden Gate Hote! (Miami Beach) 87 
Roland-Bodee & Flint ert : 


Adv 


‘ 
ate 


CONVENTION HARMONY 


Qsbun Specialty! S 


Efficient supervision and assistance, harmoniously 


combined with adequate, modern meeting rooms and 


complete facilities make conventions at the Claridge 
a SYMPHONY of SUCCESS, Meeting and banquet 
facilities for groups from 10 to 1,000. Write for 


Convention brochure and floor plans. 


100% Air Conditioned ¢ 


400 Guest Rooms 


Hotel Claridge 


MEMPHIS, TENNESSEE 


Scott J. Stewart, Mng. Dir. 
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Gre and Bohomes Club (Grand Bahama) 44 


The Greenb: rier r (Whi te Sulaten Springs W.Va.) 9 


4, 

Grossinge $ (6 eesingne Nv." Y.) 12 

Guit Hills Dude Ranch (Ocean springs Miss.) 35 

w 

jam Handy Or rganization 4th cover 

High Point Inn (Mount Pocono, Pa.) 70 

Hollywood Beach Hotel (Hollywood 

Beach Fla ) 34 

The | Homestead (Hot Spr ngs Va.) 32 
A wy i. 

Hotel Corp of America 2 
& ; A “ ] 

Henry Hudson Hotel (New York City) 79 

The Inn (Buck Hill Falls, Pa.) 77 
A . & la 

ntercontinental Hotels Corp 76 
J b & W , 

International Amphitheatre (Chicago) 34 
ve! Corporation 15 

Jack Bilt Corporation 50 

Jack Tar Hotels 8B 

Jefferson Hotel (Atlantic City) 48 

Jung Hotel (New Orleans) 31 
A Alert A 1 A 

Kahler Hote! (Rochester, Minn.) 62 


Kansas City Auditorium (Kansas City, Mo.) 80 
& y A, ; A ates 
Mo.) 8! 


ate 


Kansas City Stadium (Kansas City 
Age Walter A 


Key Biscayne Hotel & Villas (Miami) 


The King Cotton (Greensboro, N.C.) 60 
Agency E. M » & 

LaFonde Hotel (Santa " N rs ) 62 

Ww } 

Apt Placid Area (New "York) 63 

Howard Lanin Management, Inc 54 

LaSalle Hotel (Chicago) bl] 
Agency: R ewelly 

Las Vegas Convention Bureau 82 

Lexington Hotel (New York City) 62 

y¢ bell Advertising A stes 

Long Beach Chamber of Commerce 93 

Agency: Pat & irtis Advertising 


Manor House (Ste Agetne des Monts Que.) 103 


Agency j 

Manpower, Inc 30 
Agency: F t & Levy Advertising Agency 

Mansfield Leland Hotel eeemietd, 0.) 78 
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Massaglia Hotels 90 
Agency: Harry Atk 

Albert Meltz Studios 45 

Messmore & Damon 35 

City of Miomi 74 

Agency: 8 p f 
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Mont cnet: Lodge 

(Mont Tremblant, : om ) 98 
Agency A ypir mb & 
Keer 
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ker A } 

Phe Washington Hotel 

(Bretton Woods, N.H.) 33 
Ag y: rien & o A t } 

National Airlines 5! 
Agency: Grant A 
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45, 63, 75 


Paim Beach Miltmore {Palm Beach Rad 
Ag y: Ra 
Pan American World Airways Inc 36 
Pari sian Novelty. Co. 
A iver? A 


Peninsular & Occidental Steamshi ip Co 


Seems Manor Inn (Pocono Manor, Pa.) 
Age Arndt ; . 

Hote! President (Kansas City, Mo.) 
Aas Pot Ww 


Puerto Rico Visitors Bureau 
he ‘ y s, 


Railway Express Agency . 
A 6 ? ss Oo 
RCS Studios 


Richardson Mineral 
Springs, Calif.) 
A watt 


Springs (Richardson 


Richmond Hotels, Inc 

A " Ad } 
(Atlantic City) 
. i A 

Roney Plaza Hotel (Miami Beach) 

A R f Elint A 


Ritz-Cariton Hotel 


Schroon Manor (Schroon Manor, N.Y.) 
Sea Breeze and Ambassador Hotels 
(Paim Beach, Fla.) 
Aa } , A 
Sedgefield Inn (Greensboro, N.C.) 
A ty » & 
Seville Hotel (Miami Beach) 
A A 
Sheraton Corp 
A Batt. 


of America 


Sheraton Gibson Hotel (Cc nc cinnat ) 


Hotel Sherman (Chicago) 
A 


The Shoreham (Washington DC) 
Skirvin Hotels (Oklahoma City) 


Skytop Club 
je y: K 7 
Stanley Hotel ete Park, Colo.) 
Ag / A 
State Fair of Texas (Dallas) 
Ag W. Ww 
Struc-Tube 
Sun Valley (Idaho) 
A y: | 7 y 
Swanks, Inc 
A Pas Adve 
Hotel Syracuse, Inc (Syrac _ NLY ) 
tr A 


1¢ 


Toffenetti Hotel (St. Petersburg) 
A f x 


Trans Canada Airlines 
fA f 
Trans World Airlines. Inc 
A } te ‘ 

United Airlines, Inc 
A N. W. Aver & 


United Van Lines 
A ¢ d 


& Ke 
U. S. Hotel Thayer (West Point, N.Y.) 
Ager Need & ’ 
U. S. Travel Agency 
Aa y: I hee A A 
Hotel Utah (Salt Lake City) 
Ag ; & Monta 
Virgin Isle Hofel 
A v 
Waldman Crown Hotel (Miami Beach) 
A ke H i, ' 
Western Air Lines Inc 
fp M 4, 
Western Hills Lodge (Wagoner, Okla.) 
f ; f 
Western Hotels 
A % W A 
The Wigwam (Litchfield Park, Ariz.) 
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A j . /- 
iamsburg 


Williamsburg Inn & Lodge (Wi 


William P. Wolfe Organization 
A 4/ 


80 


6! 


Va.) 100 


2% 


for 
CONVENTIONS 


and 


SALES INCENTIVE 


programs 
The MANOR HOUSE 
HAS EVERYTHING! 
Top Laurentian Year Round Resort 
« 60 MILES NORTH OF MONTREAL « 
“The St. Moritz of QueGec™ 
FINEST MODERN 


FACILITIES 
AVAILABLE 


© Overlooks the 
beautiful 
Lac des Sables 


1. Meeting rooms ac in picturesque 
French-Canadian 

commodate 50 to Village 
200 ¢ All summer & 

2. Dining room seats winter sports 
150. © 9 hole Golf 

3.PA. System courses 
throughout bldgs ? my AI a 

4. All visual aids; in mpl "' : 
cluding 16 MM Skat ' 
sound projector ° Ski 1 & tow 
black hoards ete ski shop 

5 Centrally heated 


& sprinklere d 
Accom, for 125 
phone in 


o 


room, 


STE. AGATHE des MONTS, Quebec 12, Canada 


42nd St MU 


fvasdable 
or call now! 


or 
N. Y. Office: 155 E 


For Information and 


9.3330 
Dates 


Wesler T. Keenan, General Manager. Offices: New York, 


Circle 7-7946; Chicago, WHitehall 4-7077; Cleveland, 
SUperior 1-0420; Washington OC, MEtropolitan 
6-3492; Miami, FRanklin 9.7852 
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{@ BEST I'VE HEARD 


An exchange of anecdotes and 


facts to help a speaker spice 


his speech and make a_ point. 


been celebrat 

Q()ne asked the 

te hit the ceil 
tonight ? 
re plied 


hot 


Subject: STRICT ORDERS 
\ re read a I once 


mer order! ma the 
hired hin 

he had ertormed tor him in the 
army tires fheer told hi 
formes tl could tart 
his day Vaking F even o'clock 


ed to do 


3 whi h 


in the morn 
Lhe ne 
; 


seven the ex-order| trode 


t 


purr tually a 
into his 


nto wake 


panked 
on the lower ex 
tremiutic ayving \ll right baby, it's 
back fo tow! iT ou 


bos bedroon hook hin 


fulne then leaned over and 


the eX othe cl wile 


Subject: HOW TO BE PRESIDENT 
\ group ol kid 


were 


held an election 
yome grownup astonished that 
a four-year-old had been elected presi 
dent 

I hat boy n t be 
| How come all yor 
bigger lads voted tor him? 

“Well, you see, Dad Johnn 

plied, “he well be secretat 


because he doesn 


al born leack r, 


ud one da 


int ae | 
t know how to writ 
He wouldn f do tor treasure! be itl 
he can't count Hle would never do 
for sergeant-at-arn because he too 
little to 
didnt 


feel bad oO we 


throw invbody out lt 
choose hin for invthing 


pre ide nt 


Subject: SALES MANAGER 


returned from cove 
Well,” said 


sales Man 


| he reportel 


ing a big sales mecting 
the editor what did the 

wer have to say? 
“Nothing 
All right 


shHappe« ad the 


down to a co 


ke ep it 


umn edito: 


104 


Subject: NEW SALESMAN 


Bleary-eyed, he staggered to the 
breaktast table and sat down heavily. 
iH wite noticed his 


ind asked for an explanation. 


bandaged hand 


It was a matter of small conse 


quence after our sales meeting last 


night he 
new salesmen who can’t handle their 


explained. “Some of out 


liquor got a little under the weather 


One of them stepped on my hand 


Subject: IMPORTANT BUSINESS 


einstein once tried to escape from 
a boring party when his host saw hin 
leaving 

‘Working on something urgent? 
he inquired. 

“Yes,” replied Einstein 
‘The speed of flight 


gent 


Subject: KNOWS HIS LINE 


Owner of a large furniture store 
was in Chicago to attend the Mart. 
While going up on the hotel elevator 
he met a beautiful girl who gave him 
a friendly smile. ‘his furniture-store 
executive tried to become acquainted, 
but quickly discovered the girl was 
French and that they couldn’t under- 
stand a word of each other’s language. 

So he drew a picture of a taxl and 
she nodded her head in agreement 


While 


riding he drew a picture of a table 


and went tor a ride in a taxi. 


in a restaurant and again she nodded 
in agreement, so they went to a fine 
restaurant for After dinner 
he sketched two dancers and she was 
delighted. “They went to a nightclub 
and had a lovely time. 


dinner. 


Then the girl indicated that she 
would like to use the pencil and paper 
which he gave her. She drew a pic 
ture of a tour-poster bed. 

He was dumbfounded. He's never 
yet been able to figure out how she 


knew he was in the furniture business. 


Subject: SUCCESS 


“Nothing succeeds like success” is 
credited to Dr. John Collins Warren. 
It was after Dr. Warren had per 
first with the 
use of ether and found the result suc 
that he “Nothing suc- 


ceeds like success,” 


/ 


formed the operation 


cessful said, 


AIR TANKS 


FoR everevy 


PrP w Pe PrP S| Sse 


(Ar 


onstruction feature 
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Careful, on-time household moves—a 
North American specialty! 


Sensitive, high-value products can travel 
without dismantling, via NAVL. 


“The Show 
with exhibits shipped like 
NAVL (Creston Division) is best way to 


ship uncrated new furnishings. aa oO RT HM A NI i a be t Cc A N 
“Wife-Approved” Moves! 


Will your exhibit display look as attractive and sales-potent 
in Space 41E as it did in the sketch? It will—if it’s handled 
as carefully as a North American ‘Wife-Approved”’ move! 
North American Van Lines has made a specialty of delivering 
displays. We eliminate virtually all crating, with padded 
Move exhibit displays safest and quickest vans. Our dispatching network assures prompt pickup 
in NAVL padded vans. : 
We deliver door-to-door, on schedule. NAVL handles 
displays for leading exhibitors. 


' ' 


With agents everywhere—far more than any other van line 
we can “‘follow-thru”’ at any destination. See your local 
North American agent for details, or write for FREE Display 

Moving Brochure and name of nearest agent. 


By sea or air “anywhere” —that's North ry ne * NORTH AMERICAN VAN LINES, INC. 


acne - 


4 World Headquarters: Fort Wayne |, Indiana 


A a -" \ North American Van Lines Canada, lid. + Toronto 
FOR FREE INFORMATION ON ‘N rth ‘American 


ANY MOVING PROBLEM— ; INDUSTRIAL MOVING SERVICES: Quick, safe handling 
Ask your local North American Van ™~ VAN LINES, INC. f of Company-Paid Personnel Moves; Exhibit Displays 


American World-Wide Service!  - 


Lines agent. He's listed under a 
"MOVERS" in the yellow pages of ————— 
your telephone book. 


High-Value Products; New Furniture; Office Equipment 
See your NAVL Agent. 


WORLD-WIDE MOVING: LAND, SEA, AIR 


Ideas are something like icebergs lies 


Up to 90 percent of them are usually hidden—unseen and unappreciated. 
| | Py 


Your ideas will be seen clearly. will be understood and will vet better 
acceptance if you have competent help on your program 
from creative planning all the way through to presentation 


in the field. 


One responsibility . one accounting... complete facilities 


under one roof... this is how Jam Handy One-Stop Service is set up. 


To get vour idea across . start out right. with a call to 


7c JAM HANDY Onganigélion 


TRAINING ASSISTANCE e MOTION PICTURES « SLIDEFILMS «¢ DRAMATIZATIONS ¢ VISUALIZATIONS ¢e PRESENTATIONS 


NEW YORK 13 HOLLYWOOD 28 DETROIT 11 DAYTON 2 CHICAGO | 
OFFICES 1775 Broadway ° 1402 W. Ridgewood PI 2821 E. Grand Biv 110 Talbott Bids 230 W. Michigan Ave. 


